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Introduction 
 ǮA house without books is a house without liveliness [...] – it is like a city without 
bookshops – a village without a school [...].ǯ1  
 
This quote, an ode to libraries and books, by the Italian writer Edmondo de 
Amicis (1846-1908) is used at the beginning of A.C. Krusemanǯs, a nineteenth-
century book historian, work on the history of the Dutch book trade between 
1830 and 1880. The essential role of books in a house and the equal importance 
of bookshops and schools in the comparison, indicates the importance and value 
of bookshops in society. The position of bookshops is closely related to the usage 
of the book. While the majority of people did receive a basic education and were 
able to read, the common man usually bought books at bookstalls. Actual 
bookshops were places for the wealthy and well educated. Once a good 
education became available for a larger group in society and the demand for 
books grew, the position of the bookshop began to change. From the 1850s 
onwards the position of bookshops shifted and the threshold has lowered. 
Nowadays, the world of the book is open to everyone. Many different types of 
bookstores can be found today: from academic, specialised and antiquarian 
bookstores, to chain shops, discount- and walk-in stores. These various types of 
bookstores will be discussed in this thesis, however, the main focus is on the 
more traditional bookshops, in other words: shops where books are the central 
objects for sale. This thesis will give an overview of the changes in the interior of 
bookshops in the Netherlands throughout time, in relation to the cultural 
function of the bookshop and developments in society. 
 Bookshops have had different functions throughout the years, which as a 
consequence has affected their interior and atmosphere. Today, some bookshops 
are focussing on the complete shopping-experience of the book. Their interior is 
designed in such a way to make browsing and flipping through books a 
comfortable and inviting activity. Customers are not expected to visit a bookshop 
                                                        
1 E. de Amicis, Verspreide geschriften (Haarlem: J.M. Schalekamp, 1877), p. 192. Original text: ǮEen huis zonder boeken is een huis zonder gezelligheid […] – het is als een stad 
zonder boekwinkels – een dorp zonder school […].ǯ 
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with a certain book in mind, but are left to discover the wide range of different 
books available, introducing them to new writers and subjects. It is no longer 
uncommon for bookshops to include a coffee corner or to have comfortable 
chairs or sofas, giving the customer the opportunity to stay a bit longer instead of 
immediately having to buy a book and leave the shop.  
The source material for this research is abundant. Newspapers, journals, 
pictures, diaries and correspondence, secondary literature and a wide variety of 
archival documents can give an insight into the position of bookshops and the 
developments in the design of their interiors, thus providing a better 
understanding of the importance of the interior for the customers, and more 
importantly for the book sales. The interior of the bookshops we know today, has 
changed over time. Many factors have influenced the ideas of what bookshops 
should look like and what the position of the bookstore in society should be. 
Especially from the middle of the nineteenth century onwards, great changes 
have taken place in the book trade: from technical developments in the 
production and distribution of books, to social and economical developments in 
society. A recent, revolutionary change has been the introduction of the e-book 
and online bookshops. Even though the focus of this study is on the period after 
1850, the first chapter will give a brief account of the position and appearance of 
bookshops in the early-modern period. The second chapter, covering the period 
1850-1945, will discuss the influences of the increased efficiency in book 
production. It will also focus on various developments in society and the impact 
of the Second World War for booksellers. The second half of the twentieth 
century will be the focus of the third chapter. In this period the pocketbook was 
introduced, which was produced in such large amounts and sold at such low 
prices that it caused the bookshop interior to change. Furthermore, the 
organisation of bookshops in general changed, because of the large increase of 
titles. Technical developments and the rise of chain stores have influenced the 
status and changed the atmosphere surrounding the bookstore. The small and 
dark traditional bookshops were slowly replaced by large and modern stores. 
This trend continues in the twenty-first century, which is the focus of the last 
chapter. The strength of the largest chain in the Netherlands, Selexyz/Polare, and 
its concept stores is tested by the growing popularity of Internet book buying. 
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Independent booksellers also have to adapt to these fundamental changes in the 
book trade. The notion that a bookshop has to offer the customer something 
more than just a broad and interesting assortment is now stronger than ever 
before. 
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Chapter I. Bookshops before 1850 
 ǮA bookshop is a meeting point of many, who are interested in culture.ǯ2 
 
The invention of printing with moveable type by Johannes Gutenberg in the 
middle of the fifteenth century was a rather revolutionary event at the time. 
Multiple copies of a page could be made by the use of one plate of lead type, 
speeding up the whole process of book production. As the art of printing spread 
from Germany to other countries including the Low Countries, the trade in books 
began to flourish. In spite of lower production costs, however, buying books was 
still an expensive affair. Still, the book buying public rapidly expanded with the 
increase in literacy. In the seventeenth century about half of the inhabitants of 
the Netherlands could read and write. Even though only the upper classes, and 
usually only men, could afford a thorough education, the majority of people had 
the possibility of receiving a basic education.3 Learned men, and some women, 
bought books to enlighten themselves in various subjects, although at times the 
books also served to display oneǯs wealth. Books were items of prestige and owning a private library contributed to oneǯs social status.4 The growing demand 
for books in all layers of society stimulated the book trade. Bookstalls and 
bookshops gradually became common sights in the streets of many cities. 
 
 
                                                        
2 A.T. Schuitema Meijer, Boekhandel Scholtens & Zoon (Groningen: Scholtens & Zoon, 
1971), p. 11. Original text: ǮEen boekhandel is een trefpunt van velen, die in de cultuur zijn geïntereseerd.ǯ 
3 J. Salman, Ǯʹ.Ͷ.ʹ: Education and literacyǯ, in M. van Delft and C. de Wolf (eds.), 
Bibliopolis (Zwolle/Den Haag: Waanders Publishers/Koninklijke Bibliotheek, 2003), pp. 
96-98. 
4 As the nineteenth-century book historian A.C. Kruseman nicely phrased it: ǮWith these 
highest of society books were more valued for its rarity and costliness, than the value of 
its content; they collected just as eagerly manuscripts, codices, incunabula, as sold-out, filthy pamphlets and songbooks […] For our tradesmen as a matter of fact they were invaluable.ǯ Original text: ǮBij deze grooten der maatschappij deden boeken meer opgeld 
om hun zeldzaamheid en kostbaarheid, dan om hun innerlijke waarde; zij verzamelden 
even gretig manuscripten, codices, incunabelen, als uitverkochte, smerige pamfletten en liedeboekskens […] Voor onze assortimenthandelaren trouwens waren zij goud waard.ǯ 
A.C. Kruseman, Aanteekeningen betreffende den boekhandel van Noord-Nederland, in de 
17de en 18de eeuw (Amsterdam: P. N. van Kampen & Zoon, 1893) [Bijdragen tot de 
Geschiedenis van den Nederlandschen boekhandel, vol. VI], p. 124. 
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Bookstalls versus bookshops 
A painting by Pieter Saenredam of the old Amsterdam city hall on the central 
Dam Square depicts two simple bookstalls (fig. 1). In the sixteenth and 
seventeenth centuries it was common for bookstalls to be accommodated inside 
public buildings.5 
Due to the lack of information on the interiors, bookstalls are not really covered 
in this study, however, they are worth mentioning because of their importance in 
the distribution of books. Bookstalls and bookshops existed alongside each 
other, but the clientele of the two varied. Books were popular in all layers of 
early-modern society and whereas the bookshops were places for the middle 
and upper classes, bookstalls catered to the general public: the threshold of these 
stalls was lower. This did not mean that bookstalls were only visited by lower 
classes. The educated and wealthy went there as well in their search for books. 
For this reason bookstalls may even be seen as a precursor of the widely 
accessible bookshop we know today. Bookshops did not change into a place for 
the common man until the beginning of the twentieth century. 
 
Printing, bookselling and binding: a combination of crafts 
Printing, bookselling and binding were often situated within one business. The majority of the books sold in a bookshop were printed at the ownersǯ own press, 
                                                        
5 S. Taubert, Bibliopola: Pictures and Texts about the Book Trade (Hamburg: Dr. Ernst 
Hauswedell & Co., 1966), vol. II, p. 54. 
Fig. 1. Two bookstalls in Amsterdam. Painting by Pieter Saenredam, 1657. 
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while another part of the collection at offer arrived by the means of trade 
between printers. The diversity in the assortment of shops seems to have been 
rather limited. According to Rimmer van der Meulen (1850-1925), a bookseller 
and bibliographer himself, early bookshops were not comparable to the ones at the end of the nineteenth century, Ǯ[…] namely a tasteful display of books and 
other items offered for sale. The selection for sale at the time was most straightforward […].ǯ6 The number of books on offer was lower than in the 
nineteenth century and therefore the assortment was less varied. Furthermore, a 
central distribution system was not founded until 1871, which made the trade of 
books a time consuming business. Books that were printed by a booksellerǯs own 
press were traded for books printed by others. It is likely that the wholesale 
mainly took place outside of the bookshop, but in what manner exactly is difficult 
to say.7 A part of the trade took place on book fairs, but this was mainly focussed 
on international exchange. In some cases, however, the bookshop itself also 
seems to have functioned as a place of trade: the shop of Christopher Plantin 
(1520-1589), a well-known printer working in Antwerp, may have been one of 
these. His shop was meant for both tradesmen and private customers.8 Plantin 
mainly dealt with other booksellers in Antwerp and throughout Europe, and did 
not so much rely on individual customers.9 Dr. Leon Voet, who was an honorary 
conservator at the Plantin-Moretus museum, mentions in his book The Golden 
Compasses:  
 Still more important was the shopǯs role as the office for the whole of the 
retail side of the business: the shop assistants made up the consignments 
for dispatch, unpacked incoming boxes and checked their contents, and 
kept a record of what was received and sent out. It was in the shop and 
                                                        
6ǯ R. van der Meulen, De Boekenwereld theorie en practijk van den boekhandel, benevens 
het meest wetenswaardige van de daaraan verwante vakken (Leiden: A. W. Sijthoff, 
1897), pp. 43-44. Original text: Ǯ[…] n.l. een smaakvolle uitstalling van de boeken en 
andere zaken, die te koop worden aangeboden. De schikking van hetgeen er destijds verkocht werd, was allereenvoudigst […].ǯ 
7 P.G. (oftijzer, ǮDe Ǯbelabberingǯvan het boekbedrijf. De Leidse Officina Raphelengiana, 
1586-ͳ͸ͳͻǯ, De Boekenwereld, 7 (1990-1991), p. 15. 
8 P. Franssen, Ǯͳ.͵.ʹ: De bookshop, its organisation and functionǯ, Bibliopolis, pp. 40-41. 
9 Plantin did sell books to individual customers as well, but this business was smaller 
than the trade with other salesmen and publishers. C. Clair, Christopher Plantin (London: 
Cassell & Company LTD, 1960), p. 48. 
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the adjoining rooms that the foreign merchants were received and 
entertained [...]10 
 Unfortunately there are no images available from Plantinǯs early bookshop in 
Antwerp, but if the target audience of the bookshop were tradesmen and other 
booksellers this may have influenced the interior of the bookshop.11 From the 
later bookshop belonging to the Officina Plantiniana an example is actually still 
available, though it is not sure to what extent it is reliable. The Plantin-Moretus 
museum in Antwerp houses a bookshop, which is open to the public. The 
bookshop at the museum is small and rather dark, and behind a wooden desk the 
books are stored in wooden bookcases. The shop is said to have moved to the 
room where it is now located, around the eighteenth century.12 If bookshops were used for wholesale, as was possibly the case with Plantinǯs early bookshop, 
the interior may have changed once the sales to individual buyers increased, it may have been adapted to this Ǯnewǯ-audience. From the seventeenth century 
onwards the bookshop became a place where scholars and other intellectuals 
would meet. Booksellers were usually aware of developments in society and 
maintained many contacts with colleagues, scholars and various clients. Due to the booksellersǯ intellect and the various services they provided to the customer, 
as recommending or ordering books, functioning as a mailing address, the 
bookshop was a logical place for social and intellectual interaction.13 In some 
cases it became the meeting place of people with the same political or religious 
                                                        
10 L. Voet, The Golden Compasses: the History of the House of Plantin-Moretus 
(Amsterdam: Vangendt & Co, 1969), Vol. II, p. 393. 
11 According to both L. Voet and C. Clair the bookshop of Plantin did not move to the 
Vrijdagmarkt until 1639. Before that date the bookshop was located at the 
Kammenstraat. The bookshop visible in the Plantin-Moretus museum is therefore not 
the bookshop where Plantin did his business in the sixteenth century. Voet, The Golden 
Compasses, Vol. I, p. 264. Clair, Christopher Plantin, p. 48. 
12<http://www.museumplantinmoretus.be/Museum_PlantinMoretus_NL/PlantinMoret
usNL/PlantinMoretusNL-Collectie/PlantinMoretusNL-Collectie-Virtuele-
rondleiding/PlantinMoretusNL-Collectie-Virtuele-rondleiding-Gelijkvloers/De-oude-
boekwinkel-(4).html> (17 November, 2014). 
13 P.G. Hoftijzer, ǮBetween Mercury and Minerva: Dutch printing offices and bookshops 
as intermediaries in seventeenth-century scholarly communicationǯ, in (. Bots & F. 
Waquet (eds.), Commercium Litterarium. La Communication dans la République des 
Lettres / Forms of Communication in the Republic of Letters 1600-1750 
(Amsterdam/Maarssen: Amsterdam University Press, 1994), p. 126. 
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beliefs. Examples of such meeting places were: the bookshop of Jan Rieuwertsz 
in Amsterdam, where liberals and free-thinkers came together.14 And the 
bookshop of Pieter Meyer in Amsterdam around 1748, where writers and other 
literary interested would gather.15  
Books were often transported and sold unbound in the early-modern 
period. As a consequence the buyers could have a book bound exactly to their 
wishes. This affected the interior in two ways: a bookbinder was often housed 
inside the bookshop and besides bound books, some shelves were filled with 
loose sheets or already folded sheets of paper. Taubert found an illustration of a 
bookshop around 1645 in Germany, in which the unbound books can be seen 
very clearly in contrast to the amount of bound books (fig. 2). The majority of the 
shelves are filled with bundles of paper, though a few books with a binding are also visible. Possibly these few bound books were made at customersǯ requests and ready to be picked up, but these could also have been publisherǯs or trade 
bindings. These trade bindings were cheap in comparison to the privately bound 
books, but were often made to look expensive.16 It may be possible that some 
Dutch bookshops have looked similar to this German example, but this does not 
necessarily have to be the case. During the seventeenth and eighteenth century 
many well-known Dutch booksellers with their own bookshops were active. 
Unfortunately not many illustrations of the interiors of bookshops in the 
seventeenth century exist. However, book historian Marika Keblusek writes 
                                                        
14 Ibid., p. 127. 
15 J.W. Enschedé, ǮPieter Meyer, Gerrit Warnars, en Pieter Meyer Warnars, boekverkopers te amsterdamǯ, Amsterdams Jaarboekje, 1901, pp. 1-32. 
16 H.M. Nixon, Broxbourne Library. Styles and Designs of Bookbindings from the Twelfth to 
the Twentieth Century (London: Maggs Brothers, 1956), p. 127. 
Fig. 2. A German bookshop, 
c.1645. 
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about an inventory of a seventeenth-century bookseller, which sheds some light 
upon the different objects for sale. Alongside books other reading material was 
often sold, such as newspapers and pamphlets or art and stationery goods, 
paper, pens and ink. In the period 1639-1665, Jan Veely owned a bookshop in 
The Hague. He mainly sold pamphlets and newspapers, which was a profitable 
business.17 The Haarlem artists Salomon and Dirck de Bray made two drawings 
depicting a local bookshop around 1625-30 (figs. 3 and 4). The illustrations show 
bound books and stacks of paper, which may be unbound books or possibly 
sheets for writing, on the shelves, works of art hanging on the wall, globes, single 
sheets of paper on the counter – possibly engravings, pamphlets or newspapers. 
Due to the extensive assortment, the complete interior of the shop differs from 
the German example. One may wonder what type of bookshop the one depicted 
by De Bray is. It is known that booksellers already from an early date sold non-
books besides their assortment of books. Due to the lack of information 
concerning the interior of bookshops it is therefore difficult to say what type of 
bookshop De Bray depicts and whether this was the standard for that period.  
 
                                                        
17 M. Keblusek writes: Ǯ)n the bookshop on the Gortstraatje the latest pamphlets were for 
sale and thus Veely has earned money with the sales of such printed material for years. )n ͳ͸ͷͶ [Jan Veelyǯs] capital was ͵ͲͲͲ guilders and in ͳ͸͹Ͷ this mounted to ͸ͲͲͲ guilders.ǯ Original text: Ǯ)n de boekwinkel in het Gortstraatje waren de nieuwste 
pamfletten te koop en Veely heeft dan ook jarenlang geld verdiend met de verkoop van dergelijk drukwerk. […] )n ͳ͸ͷͶ bedroeg zijn vermogen ͵ͲͲͲ gulden en in ͳ͸͹Ͷ was dat gegroeid tot ͸ͲͲͲ gulden.ǯ M. Keblusek, Boeken in de Hofstad: Haagse boekcultuur in de 
Gouden Eeuw (Hilversum: Verloren, 1997), p. 60.  
Figs. 3 & 4. Art, globes and other objects for sale at a bookstore. Drawings by Salomon 
and Dirck de Bray, 1607-1678. 
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Another illustration, an engraving (fig. 5), is actually based on a Dutch 
bookshop, that of Hermanus de Wit in Amsterdam. It was made in 1763. All the 
books on the shelves are bound. On the left a bookbinder is working on the 
binding of a book. Around 1760 it was also rather common for books to be sold 
with a simple sewed binding. According to book historian Hannie van Goinga 
there may be different explanations for this practice. Having the books sewn 
made it easier for customers to browse through the book, as we are accustomed 
to do as well today. Furthermore, these books did not necessarily need to be bound on the customerǯs request, which lowered the price considerable. Books 
that were extensively used were often left with this simple binding instead of 
being bound in heavier and more expensive covers.18 If books in the shop were 
present as stacks of loose sheets or already folded sheets of paper, a shift 
towards the sewn books or books with trade bindings would consequently have 
affected the interior of the bookshops, but also the manner in which customers 
could browse through them.  
 
 
                                                        
18 H. van Goinga, Alom te bekomen veranderingen in de boekdistributie in de Republiek 
1720-1800 (Amsterdam: De Buitenkant, 1999), pp. 50-51. 
Fig. 5. The engraved title-page of 
a catalogue of the Amsterdam 
bookseller Hermanus de Wit. 
Engraving by Reinier Vinkeles, 
1763.  
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Different types of bookshops and new genres 
The engravings of the bookshops above were made at different times though not 
too much has changed with respect to the customers. Inside both shops only men 
are present. They appear to have a wealthy and educated background. Men from 
the higher social ranks were, unlike women, stimulated to study and go to 
university. Boys would go to Latin schools or enjoy private education after which 
they would often continue their education at a university.19 From an early date, 
universities played an important role in the book trade and influenced the 
presence of bookshops in cities. Around 1583 Christopher Plantin opened a little 
shop in front of the university, and so did Louis I Elsevier. Bookshops so close to 
the faculties automatically attracted many students, scholars and professors. In 
Leiden an agreement existed between the university and certain printers, 
university printers, to have the works of local professors and scholars published 
and distributed.20 With the presence of many important writers and scholars in 
the Netherlands the demand for books increased, but it also provided material 
for printing and selling. 
 A written source concerning a seventeenth-century bookseller from 
Nijmegen, Abraham Leyniers, also confirms that bookshops were places for the 
wealthy and the intellectuals. From orders he had placed with suppliers it is 
presumed he mainly sold school and academic books on various subjects and 
religious works, but he also had newspapers and maps on offer. Due to the study 
books it is likely that students from the Latin school were amongst his 
customers. The religious works were sold to pastors and the intellectual upper 
class bought books on medicine, history and the like. Orders for different kinds of maps suggest the army was a customer of Leyniersǯ bookshop as well.21 
During the seventeenth and eighteenth centuries bookshops in the 
Netherlands participated in the international trade. The relative freedom of the 
press in the Dutch Republic attracted people from other countries. On a regular 
                                                        
19 P.G. (oftijzer, ǮZuurdesem van de samenleving: het boekenbedrijf in de ͳ͹de eeuwǯ, 
Magazine voor geschiedenis en archeologie Spiegel Historiael, 7-8 (2001), pp. 292-300. 
20 P.G. (oftijzer, ǮVeilig achter Minervaǯs schild: het Leidse boek in de zeventiende en achttiende eeuwǯ, Stad van boeken: handschrift en druk in Leiden 1260-2000 (Leiden: 
Primavera Pers / Uitgeverij Gingko, 2008), pp. 153-287. 
21 P.J. Begheyn Sj, Abraham Leyniers een Nijmeegse boekverkoper uit de zeventiende eeuw ȋNijmegen: Nijmeegs Museum ǮCommanderie van Sint-Janǯ, ͳͻͻʹȌ, pp. ͳͻ-20. 
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base works that were forbidden in other countries were printed and sold in the 
Dutch cities. Another stimulant for the book trade, particularly during the 
eighteenth century, was the introduction of new genres. Novels and childrenǯs 
books reached a new readership in society: women and children. Even though 
novels were often seen as inferior, the popularity of this genre, especially 
amongst women, made it an invaluable object to booksellers. In Hollands 
Rijkdom, a translation of J. Accarias de Serionneǯs work La Richesse de la Hollande 
published in 1781, bookseller and scholar Ellie Luzac (1723-1796) quotes Voltaireǯs opinion on the importance of the novel for the Dutch book trade:  
 
An average novel is, I know, the same as those fools in the world, who imagine themselves intelligent. (e gets mocked and one endures him. […] 
So, no matter how disgraceful that novel may be, it actually produced two 
elements of interest, profit and entertainment.22 
 
These new genres attracted new readers and created a change in the identity of 
the customer. Now, the floor had to be shared with women and children, which 
gradually led to a shift in the atmosphere surrounding the bookshop. In the past 
the availability of academic publications attracted mostly male customers and as 
a consequence the bookshop was perceived to be a place for academics and 
intellectuals. The introduction of popular, less serious genres turned the 
bookshop into a place that was accessible to a broader public, though still limited 
to the upper-middle and higher classes. 
 
Some examples of bookshops in the first half of the nineteenth century 
The size of bookshops began to change. While the seventeenth and eighteenth-
century illustrations show rather small bookstores, a painting from the 
beginning of the nineteenth century shows a large and light shop. The painting, 
by Johannes Jelgerhuis, gives an insight into the beautiful bookshop of Pieter 
                                                        
22 E. Luzac, Hollands rijkdom (Leiden: Luzac en van Damme, 1781), vol. II. P. 329. 
Original text: ǮEen middelmaatige roman is, ik weet het wel, ǯt zelfde dat in de wereld 
een zot is, die zich verbeelt verstand te hebben. Hij word bespot en men verdraagt hem. […] Dus, hoe verachtelijk ook die Roman zij, heeft hij echter twee zaaken van belang voortgebragt, voordeel en vermaak.ǯ 
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Meyer Warnars (1792-1869) on the Vijgendam in Amsterdam. It has high 
ceilings, large windows and decorations above the bookshelves (fig. 6). The 
bookcases are aligned against the walls and continue behind the pay desk. On the 
floor the instruments of a bookbinder are visible, though the bookbinder himself 
is nowhere to be seen. Taubert beautifully describes the sensation the bookshop 
may have caused with the visitors: 
 
Anyone entering it for the first time would be attracted not so much by 
the display of books in the window as by expecting something out of the 
ordinary something congenial, which would direct his footsteps over the 
threshold and envelop him in the atmosphere of a bookshop which still 
delights the modern observer.23 
The absence of unbound books also differentiates this shop from the earlier 
bookstores depicted in the illustrations. In that respect, this bookshop bears a bit more resemblance with the stores we know today. Warnarsǯ shop did, however, 
continue to include a bookbinder, which means there still must have been some 
unbound books and of course cheaper bindings could be replaced by 
personalised ones.24 The bookshop was located at the Vijgendam in Amsterdam 
until 1874, when it was demolished in order to widen a street named 
                                                        
23 Taubert, Bibliopola, vol. I, p. 24. 
24 Lankhorst, Ǯ͵.͵.ʹ: ͳ͹ʹͷ-1830 – The bookshop, its organisation and functionǯ, 
Bibliopolis, p. 137. 
Fig. 6. The bookshop of 
Pieter Meyer Warnars in 
Amsterdam. Painting by 
Johannes Jelgerhuis, 
1820.  
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Beurssteeg.25 Pieter Meyer Warnars inherited the business from his father, 
Pieter Meyer, who had begun the bookshop in the second half of the eighteenth 
century. He was known for his interest in Dutch literature and his focus on the 
national market instead of on the international book trade. According to the 
nineteenth-century book historian Jan Willem Enschedé this may have been one 
of the reasons why Pieter Meyer is not as well known as for example the 
Elseviers.26 Even though Pieter Meyer and his son may not have reached the 
same level of fame as some other booksellers, the painting of their bookshop 
gives us a valuable and rare insight into the interior of bookstores at the end of 
the eighteenth and beginning of the nineteenth century. 
Besides illustrations, descriptions are another valuable source in 
determining what bookshops may have looked like in the past. In a book on the 
The Hague bookselling firm Van Stockum that was published in celebration of its 
177 years of existence, several memoirs of W.P. van Stockum are quoted. Among 
them is a description of the Amsterdam bookstore of P. den Hengst & Zoon 
where he had served as an apprentice between 1828-1832: 
 Neatly and characteristically the folioǯs and quartoǯs of church fathers and 
classicists were standing on the shelves, while the selling space was 
separated from the shop in the front by glass sliding doors.27 
 
An anonymous person wrote about the arrival of Van Stockum, including a few 
words on the interior of the shop: 
 
The spacious, dimly lit room, the large stacks of old and new books in the 
selling room, and above all the neat appearance of the patron, made a 
deep impression on the eighteen-year old.28 
                                                        
25 Enschedé, ǮPieter Meyer, Gerrit Warnars, en Pieter Meyer Warnars, boekverkopers te Amsterdamǯ, p. ͳ. 
26 Ibid., pp. 13-14. 
27 B.Th.W. Jongschaap, 177 jaar Van Stockum sinds 1833: 177 jaar boekhandel, 
veilinghuis, uitgeverij en literair leven in Den Haag (Den Haag: Van Stockum, 2010), p. 11. 
Original text: ǮDeftig en karakteristiek stonden de folioǯs en quartainen van patres en 
classici in de winkelkasten, terwijl het verkooplokaal door glazen schuifdeuren van den voorwinkel werd gescheiden.ǯ 
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Similar to Meyer Warnarsǯ later shop, the room is spacious and filled with books. 
Both descriptions convey the idea that in these early nineteenth-century 
bookshops, the design of the interior was specifically focussed on books. Books were the objects that caught oneǯs eye and drew the customers in. )n the second 
half of the nineteenth and the beginning of the twentieth century, however, 
developments in the process of book production changed the position of the 
book in society and gradually the threshold of the bookshop was lowered.  
                                                                                                                                                              
28 Ibid., p. 11. Original text: ǮDe groote, schaars verlichte ruimte, de groote stapels oude en nieuwe boeken in ǯt verkooplokaal, en niet het minst de deftige verschijning van den patron, ǯt maakte op den achttienjarige een diepe indruk.ǯ 
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Chapter II. Bookshops from 1850-1945  
 Ǯ[)]n the end a bookshop is, perhaps more than any other business, directly 
involved with the historical, literary and cultural developments of the city in which it is established.ǯ29 
 
The prosperous second half of the nineteenth century was characterised by 
mechanical developments in the production of books. The printing press was 
adapted to larger print runs. The steam driven press from the first half of the 
nineteenth century was already a great improvement for the printing of books, 
however, the improved capacity of the press allowed for mass production. The 
production of books increased from 1559 titles in 1850 to 1809 in 1851, and 
1920 in 1852.30 In 1900 the number of titles had risen to 3000.31 Besides the 
process of printing, papermaking was subdued to change as well. The production 
of paper was increasingly mechanised. Mechanical paper was smoother and 
cheaper than hand-made paper and therefore an improvement for printers. As a 
consequence of the ease with which mechanical paper could be made and the 
accompanying reduction of costs, paper had become a mass product by 1890.32 
Even the art of bookbinding could not escape the innovations of the nineteenth 
century. Folding and sewing machines were the first steps to the completely 
mechanically bound book. All these developments made the production of books 
faster and cheaper. 
Due to the innovations in each specific field of the production process a 
separation of the four crafts – publishing, printing, bookbinding and bookselling – became increasingly common at the end of the nineteenth century. The lower 
                                                        
29 B.Th.W. Jongschaap, 177 jaar Van Stockum sinds 1833: 177 jaar boekhandel, 
veilinghuis, uitgeverij en literair leven in Den Haag (Den Haag: Van Stockum, 2010), p. 86. 
Original text: Ǯ[T]enslotte is een boekhandel, wellicht meer dan welk ander bedrijf ook, 
direct betrokken bij de historische, literaire en culturele ontwikkelingen van de stad waarin hij is gevestigd.ǯ 
30 These numbers exclude magazines and brochures. A.C. Kruseman, Bouwstoffen voor de 
geschiedenis van den Nederlandschen boekhandel gedurende de halve eeuw 1830-1880, 2 
vols. (Amsterdam: P. N. van Kampen & Zoon, 1886), vol. I, p. 471. 
31 B.P.M. Dongelmans, Ǯͳͺ͵Ͳ-1910 – )ntroductionǯ, in Van Delft and De Wolf ȋeds.Ȍ, 
Bibliopolis, p. 156. 
32 D. van Lente, Ǯͳͺ͵Ͳ-1910 – Paper ȋincluding production, watermarks, paper tradeȌǯ, in 
Van Delft and De Wolf (eds.), Bibliopolis, p. 161. 
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price of books and other printed works as magazines and newspapers, 
encouraged people to visit bookstores or -stalls. During the period 1860-1869 in 
particular the competition amongst booksellers intensified, because the number 
of salesmen grew. According to Arie Cornelis Kruseman (1818-1894), a Haarlem 
publisher and historian of his profession, the division between experienced, knowledgeable booksellers and people who sold books ǲmerely on the sideǳ 
became larger.33 It goes without saying that such an increase in the production of 
books and its readership did not leave the interior and function of the bookshops 
untouched. 
At the beginning of the twentieth century a new law for education came 
into force, which advanced the literacy rate amongst the population and 
stimulated the demand for books. As the twentieth century progressed other 
activities, distracting people from reading, became popular. People gained more 
spare time in which they would practise sports, but technological developments 
as radio or film also competed with the book.34 The distribution of books became 
broader, alongside the traditional bookshops, kiosks at railway stations and 
department stores had books on offer.35 These so-called walk-in stores had a 
lower threshold and a less varied assortment, which generally existed of 
bestsellers and cheap series.36 In order to strengthen the position of the book 
and to make it more accessible to everyone, books and reading got promoted. 
These promotional activities and discussions on how to make bookstores more 
accessible, also affected the interior and function of the bookshop. 
 
The interior of bookshops during the nineteenth and the beginning of the twentieth 
centuries 
Due to the mass production and diversification, shops became more spacious in 
order to deal with the growing numbers of books. As the binding process became 
mechanised, it was no longer common to find a bookbinder in a shop. 
                                                        
33 Kruseman, Bouwstoffen, vol. I, p. 479. 
34 )n ǮOorzaken en (erstel van onze Kwalen ): De oorzakenǯ, J.T. states ǮSports, cinema 
and radio are enemies of the book.ǯ Nieuwsblad voor den Boekhandel, 66 (1933), p. 551. Original text: ǮSport, bioscoop en radio zijn vijanden van het book.ǯ 
35 A. van der Weel, ǮEurope ͳͺͻͲ-ͳͻ͹ͻǯ, in S. Eliot and J. Rose ȋeds.Ȍ, A Companion to the 
History of the Book (Malden: Wiley-Blackwell, 2009), p. 361. 
36 Ibid. 
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Booksellers and shop assistants were still expected to actively help the customer 
in their search for certain titles. This prominent role of the bookseller affected 
the interior. In the Bibliopolis handbook, book historian Berry Dongelmans gives 
an account of a standard interior of a nineteenth-century bookshop: 
 
The books usually stood in cases placed against the walls, separated from 
the customers by counters. Expensive works were kept in special display 
cases. New books and titles to which the retail trader wished to draw 
attention were put on display on a table in the shop where the customer 
could browse.37 
 
This description tells us that it was not common for customers yet to 
comfortably walk along the bookcases, pick up a book and flip through it. Only a 
restricted amount of books was meant for browsing and these were displayed on tables. The majority of the books for sale was stored in bookcases Ǯseparated 
from the customers by countersǯ. This is in accordance to the position of 
bookshops in society. Books continued to be the domain of the educated and 
wealthy and shops persisted to be places for these privileged: the threshold of 
bookstores was still rather high. Clients usually entered the shop in pursuit of a 
certain book. The interaction between the customer and the bookseller was 
more intensive, since books were often given to the client by the shop assistants 
or the bookseller. As a consequence of such an approach, the personal attention 
towards the customer was of a higher level than we are accustomed to 
nowadays. In the traditional bookshop, the assortment of non-books was usually 
separated from where the books were stored. Books continued to be the central 
object for sale and the booksellers and their assistants were expected to be 
experienced and knowledgeable in their field of trade. 
On the other hand, by the second half of the nineteenth century, second-
hand bookshops and shop libraries were becoming a common sight in many 
cities. These second-hand booksellers, where used books were offered for a 
relatively low price, and shop libraries, where one could borrow books for little 
                                                        
37 B.P.M. Dongelmans, Ǯͳͺ͵Ͳ-1910 – The bookshop, its organisation and functionǯ, in Van 
Delft and De Wolf (eds.), Bibliopolis, p. 186. 
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money, were able to reach a larger part of society.38 These shops were accessible 
to nearly everyone, whether one was wealthy or belonged to the working class, 
whether highly educated or only wanting to read for enjoyment. Kruseman 
suggests that due to the second-hand trade the range of customers for 
bookshops in general increased and became more varied.39 However, it was not 
until the first half of the twentieth century that the threshold of bookshops 
gradually disappeared, when counters no longer separated the customers from 
the books. This change did not occur without some resistance from the wealthier 
and intellectual readers in society who feared the loss of quality.  That the speed of change was slow can be learned from Dongelmansǯ 
description of bookshop interiors in the 1920s. According to him, bookshops still 
were not much different from those in the nineteenth century, for instance with respect to the central role played by shop assistants in a customerǯs search for a 
book: 
 
[Bookshops] in the 1920s usually had an aisle in the middle for the public, 
with counters stacked with books to the left and right. The shop assistants 
stood behind the counters and there were bookcases all along the walls.40 
 
The shop assistants were present behind the counters ready to help the clients, 
though the books were no longer separated from the customers by these 
counters. However, clients still expected and appreciated advice and help of 
                                                        
38 B.P.M. Dongelmans, ǮVan De Brave (endrik tot de Speedmaster: het Leidse boek in de negentiende en twintigste eeuwǯ, in A.Th. Bouwman et al., Stad van boeken: handschrift 
en druk in Leiden 1260-2000 (Leiden: Primavera Pers / Uitgeverij Gingko, 2008), p. 414. 
39 Ǯ)n the entire country, a new and broad audience was created. […] The second-hand 
trade sent its goods to all kinds of new areas, to the countryside and the Achterhoek [in 
the Eastern part of the Netherlands], to the common-man in search for cheap items, to 
the young who spent their savings on it, to the so many wealthy and rich families where 
seldom or never a book came to the table.ǯ Kruseman, Bouwstoffen, vol. II, pp. 491-492. 
Original text: ǮOver het gansche land werd een nieuw en breed publiek geschapen. […] 
De tweede-hands-handel zond zijn waar naar allerlei nieuwe wegen uit, naar het platte 
land en den achterhoek, naar den burgerman die op koopjes aasde, naar de jongelieden 
die er hun spaarpot aan besteedden, naar zooveel gegoede en rijke gezinnen waar 
zelden of nooit eenig boek ter tafel placht te komen.ǯ 
40 Dongelmans, ǮͳͻͳͲ-heden – The bookshop, its organisation and functionǯ, in Van Delft 
and De Wolf (eds.), Bibliopolis, p. 234. 
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these assistants.41 A description of the interior of the bookshop Donner at the 
Botersloot 119 in Rotterdam around 1912 supports this general description of 
Dongelmans. Joris Boddaert writes in a commemorative publication on this 
bookshop on the occasion of its one-hundredth birthday: 
 
The shop was housed in a deep building, which allowed for plenty of 
room to store books. Two long walls were completely filled with books 
and in-between stood a long counter.42 
 
 
 
Moreover, pictures of Van Stockumǯs shop at Buitenhof ͵͸ in The (ague in ͳͻʹͷ 
(fig. 7) and that of Van Heteren at Rokin 44 in Amsterdam in the years 1920-
1942 (fig. 8), show interiors that fit the description of Dongelmans. In Van 
Stockum bookcases are covering nearly every wall and there are counters on 
which books are displayed. The Van Heteren interior shows a deep, long room 
with bookcases along both walls and a counter on which books are displayed. 
The bookcases were now open to the public, which allowed visitors to walk 
along the rows of books and flip through them. However, bookshops still mainly 
                                                        
41 In Niels Bokhoveǯs book, De drempelschroom verdrijven, on the history of Broese in 
Utrecht a mention is made of regular customers around 1930, who felt lost without the 
assistance of the employees once Broese decided to encourage free browsing through 
the assortment. This emphasises the central role of the bookseller and the assistants at 
the beginning of the twentieth century. N. Bokhove, De drempelschroom verdrijven 
(Utrecht: Stichting de Roos, 2013), p. 22.  
42 J. Boddaert, Boekhandel Donner 1912-1992 (Rotterdam: Boddaert Produkties, 1992), p. ͻ. Original text: ǮDe winkel was gevestigd in een diep pand, dus er was flink wat 
ruimte om boeken kwijt te kunnen. Twee lange wanden stonden helemaal vol boeken en 
daartussen stond in de lengte een flinke, langwerpige toonbank.ǯ 
Fig. 7. Van Stockum in 1925, before the 
refurbishment of 1928. 
Fig. 8. The interior of Van Heteren in the period 
1920-1942. 
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attracted a rather wealthy and intellectual audience and were not yet places 
where everyone felt welcome and comfortable.  
Broese on the Nachtegaalstraat 20 in Utrecht opened its new bookshop on 
the 4th of April in 1930. Here the open bookcases, display tables and seats were 
actually used in order to attract a wider public without losing the regular 
customers, such an interior belonged to the Ǯmodern ideas of that time.ǯ43 In 
various publications on the history of individual bookstores mention is made of 
the need to refurbish the shops in order to meet the demands of the time. Bob 
Th. W. Jongschaap, a bibliographer who worked at Van Stockum for forty years, 
writes about the renovation of Van Stockum in 1928, while Klaas Betten, author 
of the commemorative publication of bookstore Van der Velde, uses the same 
words when writing about the refurbishing of this Leeuwarden bookshop, 
situated on the Nieuwe Stad, in 1929.44 What the exact demands of the 1920s 
were is not explicitly mentioned, but at the time various developments were 
taking place, such as the above-mentioned change in the accessibility of the 
bookstore. The selling space of Van Stockum was enlarged, but the overall 
impression of the shop was rather dark. According to a memoir of Wim Schouten 
(1919-1997), member of the board of the publishing house the Bezige Bij, who 
visited the shop in 1942, the furniture fitted the art deco style, popular around 
1920-1930.45 The Van de Velde shop was not expanded, but was entirely 
refurnished, including counters with glass sides (fig. 9). On the left side of the 
shop stationery items were kept and on the right side the books were displayed. 
                                                        
43 De drempelschroom verdrijven, p. ʹͲ. Original text: Ǯmoderne inzichten van die tijd.ǯ 
44 K. Betten, Over de liefhebberij voor boeken: honderd jaar Boekhandel Van der Velde 
(Leeuwarden: Boekhandel Van der Velde, 1992), p. 33.  
45 W. van Schouten, Een vak vol boeken: herinneringen aan veertig jaar leven in en om de 
uitgeverij (Amsterdam: De Bezige Bij, 1988), p. 20. 
Fig. 9. The interior of the Van de 
Velde bookshop in 1929 after its 
renovation.  
22 
 
Fig. 10. The interior in the style of 
the New Objectivity at Schröder en 
Dupont in Amsterdam.  
The wooden floor was covered by a red carpet. Another bookshop that was 
refurbished in this period was Kooyker in Leiden, situated on the Nieuwe Rijn 16. 
According to a description made in February 1930, electric lights were installed 
and the interior became more spacious.46 With the use of electric lightning, the 
interior became much lighter than was common in the past when bookshops are 
often described as rather small and dark. In the first half of the twentieth century 
a new architectural movement came into being that had a strong link to the new 
inventions of the time, New Objectivity. Gerrit Rietveld, a well-known Dutch 
architect, described this movement as:  
 
The objectivity, actually: necessity, is not as some think, a kind of 
deterioration, a kind of economising, the leaving behind of everything that could be pleasant. […] )t should mean a liberation of excesses.47  
 
This movement was in favour of everything that 
was practical. Furniture should be practical and 
not necessarily beautiful. While this architecture 
was applied to various buildings as offices or 
apartments, the majority bookshops did not yet 
adapt to this new and modern style. One of the few 
examples of a bookshop that was actually designed 
in the style of the New Objectivity was Schröder en 
Dupont on Keizersgracht 516 in Amsterdam in 
1932.48 Use was made of steel and iron 
constructions, giving the interior a practical look 
rather than intimate or inviting (fig. 10). 
 
                                                        
46 H.S. Broekhuis, Met verschuldigde achting C. Kooyker: honderdvijfentwintig jaar 
boekhandel Kooyker te Leiden 1863-1988 (Leiden: Boekhandel Kooyker BV, 1988), p. 67. 
47 G. Rietveld, ǮNieuwe zakelijkheid in de Nederlandsche architectuurǯ, Der Vrije Bladen, 7 ȋͳͻ͵ʹȌ, p. ͳ͹. Original text: ǮDe zakelijkheid, eigenlijk: noodzakelijkheid, is niet zooals 
sommige denken, een soort verarming, een soort versobering, het weglaten van al wat aangenaam zou kunnen zijn. […] (et moet veel eerder een bevrijding beteekenen van overtolligheden.ǯ 
48 <http://zoeken.nai.nl/CIS/project/3742> (30 January, 2015). 
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A bookshop for everyone 
One of the first booksellers to explicitly welcome everyone into his shop was 
Hendrik de Vries in Haarlem (fig. 11). In 1912 he expanded and acquired the 
location on the Gedempte Oude Gracht 27, which was directly behind the already 
existing shop on the Jacobijnestraat 3. The strategic location of the newly 
acquired building enabled De Vries to connect the two venues. The building on 
the Gedempte Oude Gracht formerly had been a café and included two French 
doors, which were maintained by De Vries when turning it into a bookshop. In 
spite of the wind and cold, he kept these doors permanently open, as he valued 
the interaction between the bookshop and the general public.49 His open 
bookshop led to some resistance, however, as is described by C. Coster and H. 
Hoffmann in their history of the firm: 
  
Especially the ǮFree Entryǯ sign raised some anxiety with the intellectual 
part of the visitors, who were of the opinion that the book was a privilege 
of the better class.50  
 
Close to the entrance cheap books were offered for sale to draw in customers. 
The fear of loss of quality is also mentioned in a discussion that emanated from 
the publication in 1913 of an article by Leo Simons (1862-1932) in the 
                                                        
49 C. Coster and H. Hoffmann, ǲHier vind je de hele wereldǳ: een eeuw H. de Vries Boeken 
(Haarlem: De Vries Boeken, 2005), p. 41. 
50 )bid. Original text: ǮVooral het bord ǮVrije Toegangǯ wekte nogal wat wrevel op bij het 
intellectuele deel van de bezoekers dat de omgang met het boek als een voorrecht 
beschouwde voor de betere klasse.ǯ 
Fig. 11. The open bookshop of H. de Vries with the ǮFree Entryǯ 
sign.  
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Nieuwsblad voor den Boekhandel.51 Simons was in favour of good and cheap 
books for everyone. He was the founder of the Maatschappij voor Goede en 
Goedkope Lectuur (Association for spreading Good and Cheap Literature) and 
according to Charles Coster and Hans Hoffman was an ardent supporter of De 
Vries. 52 In a letter he wrote in reply to an open letter by Herman R. Schaafsma 
(1890-1920) of the publishing company Meyer & Schaafsma, Simons argues that 
some people thought that the sale of cheap books would replace the trade in 
more expensive publications. However, open bookstores were not meant to be 
places where only cheap books were on offer. As Simons wrote: Ǯ[b]oth can 
excellently stand next to one another. And so they do, in the first open bookstore in our country, in (aarlem.ǯ53 The assortment of the bookshop of H. de Vries 
covered a wide-range of subjects from specialised and educational titles to books 
for pleasure. Everyone had to feel welcome in his shop. 
What is clear from this discussion is that the open bookshop of De Vries 
drew much attention from his colleagues and the press. The negative critique 
from the trade was grounded on the fear that offering cheap and easy-to-read books, and attracting the Ǯuneducatedǯ, would lead to a decline in the overall 
quality of the bookshop. However, there was also much support for De Vries and 
in the years that followed many booksellers followed his footsteps. In his 
contribution to the Nieuwsblad voor den Boekhandel of 1913, L. Simons lists the 
advantages of the open bookshop. He writes that because of the growing division 
between wealth and culture, it is of great importance to introduce the book, an 
instrument of culture, to the general public.54 The open bookstore is important in 
drawing a new public towards bookshops: 
 
The meaning [of the open bookstore] is clear: bringing the passersby to 
the book, enabling them to see the books and leaf through them, to 
                                                        
51 L. Simons, ǮGoedkoope boeken en hun verspreidingǯ, Nieuwsblad voor den Boekhandel, 
8 (1913), pp. 51-57 
52 Original name of the association: Maatschappij tot verspreiding van Goede en 
Goedkoope Lectuur. This name was later changed into Wereldbibliotheek (World 
library). Coster and Hoffmann, ǲHier vind je de hele wereldǳ, p. 41-43. 
53 L. Simons, ǮGoedkoope Boeken en hun verspreidingǯ, Nieuwsblad voor den Boekhandel, 
20 ȋͳͻͳ͵Ȍ, p. ͵ͳʹ. Original text: ǮBeide kunnen uitnemend naast elkaar staan. En ze doen 
het ook, in dien eersten open Boekwinkel in ons land, in (aarlem.ǯ 
54 Ibid., p. 51.  
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familiarise with them, and through this introduction make them wanting 
to possess [the books].55 
 
To support his point of view, Simons quoted Walter Asmus, writer of Buchhandel 
und Volksbildung, published in Leipzig in 1912, who wrote that he knew from 
experience that people are more willing to buy when they can see the books and 
freely choose from them.56 An opponent of cheap books and the open bookshop 
was Jan Greshoff (1888-1971), a journalist and writer, who published an article 
entitled ǮThe Danger of Simons and the Open Bookshopǯ in his magazine De Witte 
Mier.57 In this article Greshoff opposes to the idea of selling cheap books, which is 
too commercial and will only lead to a decline of the status of the book. The 
cheap book no longer is an object which one is proud to possess: Ǯ[…] a book? )t 
is like a newspaper. One folds it in two, puts it in a pocket, and does not care about it.ǯ58 The idea of the open bookstore would only add to this lowering status 
of books: 
 
[T]he open bookstore, which is a euphemism for a bookstall […] [(]e 
wants to chase the bookseller onto the streets! For such an inferior 
profession a shop is too good and unnecessary.59 
 
An open bookshop, according to Greshoff, implied that the profession of 
bookselling was inferior and therefore a shop would be unnecessary. Selling 
books from a stall, where the books would have to stand the weather and where 
                                                        
55 Ibid., pp. 53-ͷͶ. Original text: ǮDe bedoeling [van de open boekwinkel] is duidelijk: de 
voorbijgangers brengen tot het boek, hen in de gelegenheid stellen de boeken te zien en 
eens in te kijken, ermee vertrouwd te raken en door die kennismaking ze te brengen tot 
willen-bezitten.ǯ 
56 Ibid., p. 54. Original text in W. Asmus, Buchhandel und Volksbildung (Leipzig: Dietrich 
Gautzsch, 1912), p. 14: ǮErfahrung hat dort gelehrt, daß das Publikum vor allem auch das 
weniger Bücherkaufende der unteren Volksschichten viel kauflustiger ist wenn es die 
Bücher sieht und ungeniert darunter wählen kann.ǯ 
57 J. Greshoff, Ǯ(et Gevaar Simons en de Open Boekwinkelǯ, De Witte Mier: een klein 
maandschrift voor de vrienden van het boek, 2 (1912-13), pp. 17-20. 
58 )bid., p. ͳͺ. Original text: Ǯ[…] een boek? (et is als een krant. Men vouwt het dubbel: 
steekt het in den zak, acht er niet op.ǯ 
59 Ibid., pp. 19-20. Original text: Ǯ[D]e open boekwinkel, hetgeen een verzachtende term is voor het stalletje […] wil hij thans den boekverkooper de straat op jagen! Voor een zoo 
inferieur vak is een winkel te goed en onnoodig.ǯ 
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everyone would touch them were not the conditions under which books should 
be sold, according to Greshoff. In France booksellers already used this method in 
order to attract as many buyers as possible, but in the first half of the twentieth 
century this was only common in the antiquarian book trade of the Netherlands. 
In spite of these discussions concerning the position of the book and the 
most appropriate way of selling them, De Vries continued his pursuit for a widely 
accessible bookshop even after he had to close the French doors, because of 
health issues. There was no room for long counters behind which the visitors 
were served in the Haarlem bookshop of De Vries. The customer would make his own choice Ǯ[…] while searching and sniffing around between the booksǯ without 
any pressure to buy a book.60 In order to give the shop a more homely 
atmosphere a fireplace was installed. This idea to create a place where everyone 
would feel comfortable and at home while searching for books is a modern one. 
Nowadays it is no longer odd to integrate a coffee corner in a bookshop or to 
create an experience when shopping for books. However, at the beginning of the 
twentieth century people had to get used to the idea of sharing the floor with 
people from all layers of society, let alone drinking coffee with them in the same 
place. 
  
The introduction of the ǮBoekenweekǯ and other initiatives 
In 1932 the first Boekenweek (Week of the Book) was organised. The event, 
during which books are promoted by means of organised events and activities, 
was created by the Commission for the Propaganda of the Dutch Book (known 
                                                        
60 Coster and Hoffmann, ǲHier vind je de hele wereldǳ, p. 53. Original text: Ǯ[…] al zoekend 
en snuffelend tussen boeken hun eigen keus maakten.ǯ 
Fig. 12. Advertisement of H. de 
Vries, to some the ideal of the 
booklover, to others a 
nightmare.  
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today as the Collective Propaganda for the Dutch Book – CPNB).61 It began with 
the Day of the Book in 1930, which two years later was extended to a week.62 
The Boekenweek, which still exists today, proved an important means to promote 
the book and soon most bookshops participated. A special gift, a book, is written 
for the occasion by a well-known author and given for free to customers when 
they spend a certain amount of money on books. As a rule, the interior of the 
bookstores adapted to this period of book promotion. The use of actual themes 
to guide the bookshops in the styling of their interior dates from the 1950s. 
Exhibitions, lectures and signing sessions of authors were organised in order to 
promote the book during the Boekenweek as well. In 1932, the N.V. Bussumsche 
Boekhandel held a small exhibition on children and picture books, while 
bookshop Minerva in Amsterdam had an exhibition of the work of Johan 
Fabricius and invited the author for a signing session.63 Not only the interiors, 
but also the shop windows of the shops were decorated to make the venue more 
inviting to the public. The organising committee of the Boekenweek handed out 
prizes to the owners of bookshops with the most attractive shop windows. 
It is no coincidence that in this period in which bookshops were opening 
up to the general public the Boekenweek campaign was launched. The goals of the CPNB were Ǯthe improvement of reading and encouraging the public to visit a bookstore.ǯ64 While around 1912 the idea of open bookstores and making the 
book available to the general public attracted quite negative reactions, initiatives 
like the Boekenweek were widely accepted around 1930. In an anonymous article 
published in the Nieuwsblad voor den Boekhandel of 1933, the more broad and 
diverse public of bookshops is discussed. The question how to draw a reader into 
a bookshop is answered as follows: 
 
                                                        
61 Respectively known as Commissie voor de Propaganda van het Nederlandse Boek and 
Collectieve Propaganda van het Nederlandse Boek (both abbreviated: CPNB). 
62 S. Huizinga and J. Broersma, Boekenpaleizen of luchtkasteel: het onstaan en de 
ontketening van BGN/Selexyz & Polare (Amsterdam/Houten: Uitgeverij Kompas, 2014), 
p. 24. 
63 Anon., ǮDe Boekenweekǯ, Nieuwsblad voor den Boekhandel, 38 (1932), p. 366. 
64 Website of CPNB: 
http://web.cpnb.nl/cpnb/index.vm?template=over (4 October 2014). Original text: Ǯ[…] 
leesbevordering en wil het publiek tegelijk een extra duwtje geven over de drempel van de boekwinkel.ǯ 
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Readers are no homogenous unit. There are people who only dare to 
enter certain bookstores. As long as classes in society exist, one will also 
have class differences amongst readers. There have to be bookstores that 
the average citizen likes to enter, and also bookstores where the worker 
feels at home.65 
 
People began to realise that books were for everyone, but that entering a 
bookshops was not a matter of course. The traditional view that the book 
belonged to the upper class and intellectuals had made bookshops places for 
these particular groups. Once the readership shifted from a select group in 
society to a far larger and more varied public, the shop had to adapt and become 
more inviting. The author of the article continues by summing up what withholds 
the average citizen and worker to enter a bookstore. The common man in the street may feel Ǯ[…] inferior, have a fear of being forced to buy something, or feels 
afraid of the broad knowledge of the bookseller.ǯ66 What is needed are solutions 
in order to attract this group and allow them to experience a certain freedom and 
comfort: the possibility to flip through the books without feeling pressured to 
actually buy something. The worker is said to feel more comfortable in shops 
where other items besides books are sold as well. 
 
The effects of the Second World War 
During the Second World War many books were prohibited. The assortment of 
bookshops had to be adapted to the requirements of the Germans. In a book on 
the memoirs of Hans Jacoby, who worked as a bookseller at Van Stockum in The 
Hague, the prohibited books are listed. Amongst them are all works containing 
hostile views towards Germany and its leadership, pamphlets as well as novels.67 
                                                        
65 J.T., ǮOorzaken en herstel van onze kwalen )): (et herstelǯ, Nieuwsblad voor den 
Boekhandel, 69 ȋͳͻ͵͵Ȍ, p. ͷ͹ͺ. Original text: ǮLezers zijn volstrekt niet een gelijksoortige 
eenheid. Er zijn menschen die alleen bepaalde soorten boekwinkels durven binnengaan. 
Zoo lang niet alle klasse-tegenstellingen opgeheven zijn, houdt men ook lezers-klassen. 
Er moeten boekwinkels zijn waarin de burger gaarne binnengaat, en ook boekwinkels 
waar de arbeider zich thuis gevoelt.ǯ 
66 )bid. Original text: Ǯ[…] minderwaardigheidsgevoel; angst voor koopdwang; vrees voor 
de grootere belezenheid van den boekverkooper.ǯ 
67 H. Jacoby, Ter herinnering: memoires van een boekverkoper als ooggetuige van de 
twintigste eeuw (Den Haag: Van Stockum, Belinfante & Coebergh, 1992), pp. 43-44. 
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This censorship meant that many books had to be taken from the shelves. 
Demand was higher than supply in the war years, because publishers did not 
have sufficient means to produce books. According to Coster and Hoffman the war created a veritable ǲhunger for readingǳ, because people were forced to stay 
at home especially in the evenings during the blackout period.68 They write: 
 
The shortage of new books, together with the large demand of the public 
that embraced the book as distraction and consolation, led to a run on the 
bookstores.69 
 
Even older books that could not be sold before the war now were in high 
demand. It seemed that the kind of book did not necessarily matter in this 
period, as long as it distracted the reader from the difficult times. The Germans 
also interfered with the organisation of the Boekenweek in the first week of 
March, 1941. In spite of a previous consent, they ordered that the Boekenweek 
gift book Novellen en Gedichten (Novels and Poems) had to be returned.70 The 
reason was that the booklet contained a poem by the Jewish poet Maurits Mok. 
As the books were already distributed, it was difficult to get them back. In the 
end 45.000 copies of the 67.200 were returned.71 
                                                        
68 Coster and Hoffmann, ǲHier vind je de hele wereldǳ, p. 75. 
69 Original text: ǮDe schaarste aan nieuwe boeken, gevoegd bij de grote vraag van het 
publiek dat het boek omarmde als verstrooiing en troost, leidde tot een run op de boekhandel.ǯ Ibid., p. 53. 
70 H. Jacoby, Ter herinnering: memoires van een boekverkoper, pp. 44-45. 
71 Website CPNB: http://web.cpnb.nl/cpnb/index.vm?pagina=85 (4 October 2014). 
Fig. 13. The interior of Van (eterenǯs bookshop in 
Amsterdam in 1942. Books were 
scarce due to the war resulting 
in empty shelves.  
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The actual effects of this bleak period on the bookshop interior becomes 
clear from pictures of bookstores during the war and contemporary descriptions 
of booksellers. A photo of the bookshop of Van Heteren in Amsterdam shows 
empty spaces on the shelves in 1942 (fig. 13), whereas in the past, whatever the 
interior design, the shelves were always completely filled with books, as can be 
seen in fig. 8. In The Hague, Van Stockum faced the same problem. Bookseller H. 
Jacoby described his return to the bookshop immediately after the war as 
follows: 
 
The reunion with Van Stockum was not at all joyful. The shelves were nearly empty, there were only some leftovers […] while the top shelves were sealed with wrapping paper. The shop looked sinister […].72 
 
What was left of Van Stockum was nothing in comparison to what the shop 
looked like before the war: a store with a broad assortment of books.  
In the period following the war, the hunger for reading did not lessen. The 
cheaper book became increasingly popular and was produced in large amounts. 
Due to new innovations and developments in the organisation of bookstores, the 
traditional image of the wise bookseller in his shop full of books changed 
drastically.  
                                                        
72 H. Jacoby, Ter herinnering: memoires van een boekverkoper, p. ͹ʹ. Original text: ǮHet 
weerzien met Van Stockum was echt niet om te juichen. De vakken waren vrijwel leeg, 
er stonden alleen nog wat winkeldochters […] terwijl de bovenste vakken met pakpapier 
waren dichtgeplakt. De winkel zag er luguber uit […].ǯ 
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Chapter III. Bookshops in the period 1945-2000 
 ǮNot the interior, but the products, the books, should tell the sales-story.ǯ73 
 
During the second half of the twentieth century the book trade saw many 
changes. After the critical war period, booksellers worked hard to regain their 
old status in the market. Due to difficulties on the supply side, the result of 
publishers not having enough financial means to produce books, booksellers 
struggled in the first year after the war.74 The empty shelves were gradually re-
filled with books and bookshops could begin to think of a broad and varied 
assortment once again. The hunger for reading stimulated by the war did not 
lessen after 1945. There was, however, a shift towards cheaper books, which 
coincided with the increasing popularity of the pocketbook.75 From the mid-
twentieth century onwards this new phenomenon had entered most stores, 
greatly affecting the interior. Large numbers of pockets had to be placed in the 
selling space, which stimulated new ideas on how to display these books in the 
best possible manner. Corners or entire floors were created for the pockets and 
specifically designed displays for certain pocketbook series were offered to the 
booksellers by the publishers.  
As the twentieth century progressed, booksellers gradually got used to 
the modern interior. The design of the interior became an accepted feature and 
trade magazines began to publish articles on how to furnish oneǯs bookstore, of 
which examples will be given in this chapter. As the public increased and became 
more varied, ideas on how to display particular books and how to attract readers 
became increasingly important. Moreover, architects were hired in order to 
create the perfect store. 
                                                        
73 (. Weltje, Ǯ)nterieur architect Jos ten Brink: )nrichten is manipuleren met ruimteǯ, 
Boekblad, 16 (1986), p. 12. Original text: ǮNiet de inrichting maar de produkten, de 
boeken, moeten het verkoopverhaal vertellen.ǯ 
74 B.Th.W. Jongschaap, 177 jaar Van Stockum sinds 1833: 177 jaar boekhandel, 
veilinghuis, uitgeverij en literair leven in Den Haag (Den Haag: Van Stockum, 2010), p. 
130. 
75 Anon., ǮMeer belangstelling voor het goedkope boekǯ, Nieuwsblad voor de Boekhandel, 
25 (1951), p. 507.  
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 Another important aspect that led to changes in the idea of Ǯthe bookshopǯ 
was the introduction of collectivisation. The increase of the number of 
bookstores had already begun in the second half of the nineteenth century, but 
from the second half of the twentieth century onwards, distribution chains 
gained a strong position in the market. The publishing company Kluwer bought 
several smaller publishing companies, of which some included bookstores. This 
way, Kluwer Ǯaccidentallyǯ became the owner of several bookstores. From ͳͻ͹Ͳ 
onwards these bookstores became a separate group in the company, which was 
expanded by taking over several independent bookstores.76 Elsevier was another 
publishing company that began to focus on the bookselling market and acquired 
several bookstores.77 Chains like Kluwer and Elsevier posed a threat to some 
independent and smaller bookstores. Furthermore, this chapter will give an 
insight into the organisation of, and communication amongst multiple stores 
belonging to the same company with the use of the archive of the smaller 
publishing and bookselling chain of the Arbeiderspers (AP).78 
The twentieth century is marked by many technological developments. 
An innovation that influenced bookstores considerably was the computer. The 
production process of books had already been subjected to innovations and now 
it was time for distribution to become more efficient. Information flows 
concerning the availability, stock, and national and international orders were 
automated. As the number of titles grew, the demand for such technology was no 
surprise. However, for some customers the introduction of the computer meant a 
lamented shift from the knowledgeable and experienced booksellers to shop 
assistants who had to look everything up in the system. All of the above 
mentioned developments in the book trade affected the interior of the bookstore 
in their own ways. 
 
 
                                                        
76 L. Heinsman, and W. van Teeffelen, Concernvorming in de Nederlandse boekenwereld 
(Amsterdam: Van Gennep, 1975), p. 96. 
77 Ibid., p. 123. 
78 The archive of the AP-publishing company and bookselling chain is part of the 
Bibliotheek van het Boekenvak (Library of the Book Trade), which Dhr. Dr. M.S. Polak, 
curator of the book historical collections of the University of Amsterdam, has kindly 
presented to me and allowed me to use for my thesis.  
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The pocketbook 
After the Second World War a new type of book became immensely popular, the 
pocketbook. These books were characterised by their small size, low price, good 
content and usually a sewn binding. In the Netherlands a few series of cheap 
books had already been published before 1945: the Salamanderreeks of Querido 
started in 1934, the first series were published as pocketbooks only. However, 
customers preferred bound copies and Querido accepted this request by having 
the first series, and later series, published as hard covered editions as well.79 
ABC-boeken of the Arbeiderspers Blitz Combinatie appeared in 1938 and De 
Schijnwerpers of Het Spectrum in 1936.80 Before the war the pocketbook was not 
very successful in the Netherlands. The response of the public towards the first 
Salamanderreeks may describe the opinion of the Dutch public towards the 
pocketbook in general.81 But from 1950 onwards pockets became extremely 
popular and as a result book production increased. The success of these books in 
the Netherlands was stimulated by British and American series, which were soon 
supplemented by Dutch series. In an anonymous article published in Nieuwsblad 
voor de Boekhandel in 1960, the function of the pocketbook is discussed. The article actually supports the view of L. Simonsǯ in his pursuit for cheap books, 
discussed in the previous chapter. These books met the demand for reading that 
arose from: 
 […] [the] increasing cultural, financial and political democratisation of the social life in the last decades. […] [T]he readers of pocketbooks [should] 
not be looked for in those circles […] that did not read in the past, but in 
                                                        
79 C.J. Aarts, Het Salamanderboek 1934-1984 (Amsterdam: Querido, 1984), p. 24. 
80 Anon., ǮGedachten bij een pocketjubileumǯ, Nieuwsblad voor de Boekhandel, 9 (1960), 
p. 363. 
81 In 1957, Gerrit Kouwenaar, a Dutch journalist and writer, wrote the following 
concerning the attitude of the Dutch people towards the cheap pocketbook: ǮThe Dutch 
audience did not like paper that contained wood, pocketsize and soft covers. The Dutch 
audience simply did not trust a book if it were too cheap.ǯ G. Kouwenaar, ǮNederlandse pocket boekt succesǯ, Nieuwsblad voor de Boekhandel, 10 (1957), p. 188. Original text: ǮHet Nederlandse publiek lustte geen houthoudend papier, zakformaat en slappe kaftjes. 
Het Nederlandse publiek vertrouwde een boek domweg niet als het te goedkoop was.ǯ 
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those groups, which are culturally interested, but are now able to expand 
their previously limited book collection rapidly and affordable.82 
 
The atmosphere surrounding the bookshop changed as well. Due to the 
accessibility of the pocketbook, their low price and the large number of copies, 
customers felt more comfortable to browse through these books. In an issue of 
the magazine De Boekverkoper of 1956 dedicated to the pocketbook it is called a Ǯself-service-objectǯ.83 Two years later this notion was actually applied to the 
entire bookshop when Chris Leeflang, former director of Broese in Utrecht and 
board member of CPNB, stated that a sociological change had taken place, which instigated a shift from Ǯa shop-with-counter to a showroom […]ǯ.84 The audience 
of the bookshop increased and became broader, it was no longer limited to a 
small elite group in society. Leeflang continued by shedding light on the changing 
position of the bookseller once magazines and pockets, which were treated as 
self-service-objects, became available in the bookstores: 
 
In the past the customer let himself be advised by the bookseller, nowadays the decision is merely based his own choice. […] We have to 
give them the opportunity to look around and at the same time be 
prepared to help them or give them advice.85 
 
Hardcover books were more expensive and usually attracted a different public, 
people who appreciated advice or recommendations of the bookseller or his 
                                                        
82 Ibid., pp. 364-͵͸ͷ. Original text: Ǯ[…] [de] toenemende culturele, financiële en politieke 
democratisering van het maatschappelijk leven in de laatste decenniën. [D]e lezers van 
pocketboeken [moeten] niet hoofdzakelijk in kringen gezocht […] worden die vroeger 
niet lazen, maar juist in die groepen, die cultureel geïnteresseerd zijn, maar die nu in 
staat zijn hun vroeger gering boekenbezit snel en voordelig uit te breiden.ǯ 
83 L.J.B. Wolff, ǮDe economische aspecten van het pocketbookǯ, De Boekverkoper, 9/10 ȋͳͻͷ͸Ȍ, p. ͳʹ. Original text: Ǯzelfbedieningsobject.ǯ 
84 C. Leeflang, ǮDe boekhandel voorheen en thansǯ, in Th. Wink ȋed.Ȍ, Boekengerucht: 125 
jaar Nieuwsblad voor de Boekhandel (Amsterdam: Vereeniging ter Bevordering van de 
Belangen des Boekhandels, ͳͻͷͺȌ, p. ʹ͹. Original text: Ǯwinkel-met-toonbank naar showroom […].ǯ 
85 )bid. Original text: ǮVroeger liet de klant zich in hoofdzaak door de boekverkoper adviseren, tegenwoordig bepaalt hij veel meer zelf zijn keus. […] Wij moeten hen rustig 
de gelegenheid geven rond te kijken en tegelijk elk ogenblik bereid zijn de helpende 
hand te bieden of te adviseren bij hun keuze.ǯ 
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assistants. Pockets on the other hand also attracted a segment of the population 
that did not feel comfortable inside a bookshop in the past and that preferred to 
be left alone while wandering around. Because of the pockets, the assortment of 
bookshops became broader and more inviting to the general public. 
Pocketbooks were produced in large numbers in order to be profitable. 
Therefore these booklets overwhelmed the bookshop, and the bookseller had to 
think of different solutions on how to deal with the many copies. The chain of AP-
bookstores, bookstores belonging to the publishing company the Arbeiderspers, 
mainly made use of revolving book displays, but in some cases also of racks 
attached to the walls. In a letter from 1954 concerning the interior of an AP-shop 
in Arnhem, the importance of the pocketbook is emphasised, with advice on how 
to display them: 
 
These booklets have to be practically stored in large numbers, where 
possible with the cover to the front. We [the board of the AP-chain] advise 
the old-fashioned revolving book display in a modern shape in which A.B.C.ǯs [a Dutch series of pocketbooks], pocket-books, Prisma-books 
[another Dutch series] and all the other small items can be neatly 
displayed.86 
 
When space was limited inside the store, revolving pocketbook displays or 
standards were sometimes placed outside, in front of the shop. In 1957 an AP-
bookstore in Leeuwarden positioned theirs in the porch following a request from 
the AP-management. The owner of the Leeuwarden AP-shop wrote in a letter, Ǯthe sales are not yet spectacular, but thatǯs probably due to the bad weather […].ǯ87 According to a letter sent on the 31st of July in 1957, the method of placing 
                                                        
86 University library Amsterdam (UvA), Bibliotheek van het Boekenvak, Archief van de 
AP Boekhandels (De Arbeiderspers), UBA157, Stukken betreffende het filiaal in 
Groningen, AP 47 ȋʹͲ May, ͳͻͷͶȌ. Original text: ǮDeze boekjes moeten in grote aantallen 
op handige wijze zo veel mogelijk met het plat naar voren kunnen worden opgeborgen. 
Wij denken hierbij aan de ouderwetse boekenmolen in moderne vorm waarin A.B.C.-
tjes, pocket-books, Prisma-boekjes en al dat andere kleingoed overzichtelijk kunnen worden geëtaleerd.ǯ 
87 UvA, Bibliotheek van het Boekenvak, Archief van de AP Boekhandels, UBA157, 
Stukken betreffende het filiaal in Leeuwarden, AP 49 ȋͶ June, ͳͻͷ͹Ȍ. Original text: ǮDe 
verkoop is nog niet denderend maar dat komt waarschijnlijk door het slechte weer […].ǯ 
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the revolving pocket displays in the porch was a success in an AP-bookshop in 
Amsterdam-West.88 Partly thanks to the increase in sold pockets, the store sold 
twice as much than usual. 
 The Moderne Boekhandel K. J. Bas in Amsterdam set up a special corner 
for the small booklets. Existing of low tables, revolving book displays and special 
bookcases where pockets could be presented with their covers facing the 
public.89 The covers of pockets were often made to look inviting and it was also taken into account, according to one journalist, that titles on the spine Ǯ[did] not 
mean much to the average pocketbook-buyer.ǯ90 This display method gave the 
store a totally different look, because traditionally books were put into 
bookcases only showing the spine. Some publishers of pockets also introduced 
their own revolving book displays, which were given to the booksellers in order 
to help them deal with the lack of space.91 The Dutch series Zwarte Beertjes had 
its own display, which was used among others by the Moderne Boekhandel K.J. 
Bas (fig. 14) and Boekhandel Veenendaal in Amersfoort.  
Some bookstores separated the cheaper books from the more expensive 
ones, for example Wattez in The Hague and Donner in Rotterdam. Instead of a 
                                                        
88 UvA, Bibliotheek van het Boekenvak, Archief van de AP Boekhandels (De 
Arbeiderspers), UBA157, Circulaires van de afdeling Boekhandels van de AP gericht aan 
de winkelchefs, AP 37 (31 July, 1957). 
89 R.L. de Vries, ǮDe verkoopruimte XV: (et pocketboekǯ, De Boekverkoper, 1 (1959), p. 
13. 
90 M. van der Plas, ǮWat doet u met uw pocketboeken?ǯ, Elseviers Weekblad, 31 (1959), p. ʹ͵. Original text: Ǯzegt de doorsnee pocketboek-koper niets.ǯ 
91 M. van Melle, Boekhandel in beweging: driekwart eeuw boekenvak met de 
boekhandelsketens Ella en De Ark als invalshoek (Weesp: Heureka, 1999), p. 83. 
Fig. 14. The revolving book display of 
the Zwarte Beertjes at the pocket 
department of the Moderne 
Boekhandel Bas in Amsterdam. 
Behind the mill one can see the wall 
with flat-displayed pocketbooks. 
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corner, entire basements were specially designed for the pockets. Wattez opened its basement at the end of ͳͻͷͻ, including a ǮFree Sniffing-aroundǯ sign.92 
Donnerǯs basement, which opened half a year later, in June 1960, was very 
successful. According to an article on the opening of the renewed Donner shop, 
the basement stored around 14.000 pockets.93 The same space was also used for more Ǯprogressive literature, papers and magazines.ǯ94  
 Besides the rather conventional methods of selling books, such as special 
corners or spaces for a certain genre or type of book, revolving book displays, 
bookcases etc., J. Koonings Jz. in Eindhoven introduced the pocket machine, 
which functioned twenty-four hours a day (fig. 15). The machine had a capacity 
of 360 books: 36 titles and 10 copies per title.95 The actual success of the pocket 
machine is unknown, but the idea was positively received by Nieuwsblad voor de 
Boekhandel. 
 
A change in the approach towards the interior 
As Dongelmans states in Bibliopolis: ǮThe bookshop evolved from a dark, 
distinguished-looking panelled shop with books and stationery into a light walk-in shop.ǯ96 This did not happen overnight and some traditional booksellers were 
                                                        
92 Images of sniffing dogs were also visible on this sign, which was not appreciated by 
the writer of an article in De Boekverkoper, who thought that the comparison of the 
customer with dogs went a bit too far. Anon., ǮWeer een vernieuwde (aagse boekwinkelǯ, De Boekverkoper, 3 (1959), p. ͺ. Original text: ǮVrij Rondsnuffelen.ǯ 
93 Anon., Ǯ(eropening Boekhandel Donnerǯ, Nieuwsblad voor de Boekhandel, 23 (1960), p. 
1049. 
94 J. Boddaert, Boekhandel Donner 1912-1992 (Rotterdam: Boddaert Produkties, 1992), p. ʹͶ. Original text: Ǯ[…] vooruitstrevende literatuur, bladen en tijdschriften.ǯ 
95 Anon., ǮEen pocket-automaat die er zijn magǯ, Nieuwsblad voor de Boekhandel, 2 
(1960), p. 52. 
96 B.P.M. Dongelmans, Ǯͷ.͵.ʹ: ͳͻͳͲ-Present – The bookshop, its organisation and functionǯ, in M. van Delft and C. de Wolf (eds.), Bibliopolis, Ibid., p. 235. 
Fig. 15. The pocket machine of J. 
Koonings Jz. in Eindhoven.  
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hesitant towards the modern interior. But as the function of the bookshop was 
changing, consequentially the interior had to adapt as well. In the second half of 
the twentieth century articles were written on how interiors of bookshops 
should look in various magazines. Between 1957 and 1959 the monthly 
magazine De Boekverkoper introduced a series of articles that focused on the 
selling space. The first article was published in the issue of March-April 1957 and describes the issue of the Ǯmodernǯ interior for most booksellers. Where chain, 
department and walk-in stores were actively using spacious and light interiors, 
the independent, traditional bookstores were hesitant as their customers were used to the Ǯsmall and cosy store […] ǲmodernǳ [was] synonymous to ǲunpleasantǳ […].ǯ97 The argument was based on the assumption that the public 
of these traditional bookshops were more interested in the books themselves 
than the surroundings. The author of these articles, R.L. de Vries, an architect 
who was a member of the Branchevereniging van Architectenbureaus 
(Association of Architectural offices), was clearly in favour of the modernisation 
of bookshops and argued that modern interiors do not have to be cold and 
unpleasant.98 Bookshops had to change with the time, make use of different 
colours instead of beige and brown, use modern furniture from different 
materials, and experiment with various forms of lighting. According to De Vries a store had to be Ǯpeaceful and well-orderedǯ and also intimate enough to allow the 
customer to make his choice from the collection.99 Examples are given through 
the use of floor plans to show the most efficient methods of designing the 
interior of a shop, taking into account different objects in the assortment and 
how to keep the best overview of the shop in order to prevent theft (fig. 16). 
The Amsterdam publisher and bookselling chain De Arbeiderspers already 
made use of architects in the 1950s. From about 1960 onwards advertisements 
of architectural offices offering their services to booksellers begin to appear in 
Nieuwsblad voor de Boekhandel. Before this date only single pieces of furniture 
were advertised, for example racks that could hang on the wall and different 
                                                        
97 R.L. de Vries, ǮDe verkoopruimte )ǯ, De Boekverkoper, 7 (1957), p. 23. Original text: Ǯkleine, gezellige winkel […] ǲmodernǳ [was] synoniem met ǲongezelligǳ […].ǯ 
98 Ibid., p. 24. 
99 R.L. de Vries, ǮDe verkoopruimte ))ǯ, De Boekverkoper, 8 (1957), p. 13. Original text: ǮHet moet er rustig en overzichtelijk zijn.ǯ 
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types of bookcases. In the following years these advertisements are often 
combined with announcements of businesses offering to the design the entire 
shop interior. In various publications of the Nieuwsblad voor de Boekhandel in 
1965, advertisements of the Rotterdam firm of Haasdijk Shop Interiors can be 
found, which invite booksellers to visit their showroom.100 In 1967 another 
interior design company advertised in Nieuwsblad voor de Boekhandel, G.J. 
Wegerif.101 This firm explicitly focused on renovating oneǯs interior, using modern display methods such as ǮGondolaǯsǯ, Ǯthree-dimensional open-shelved unit[s] with access from all sides.ǯ102 These advertisements show that the 
interior had become a specialisation of its own. Specialists could be hired in 
order to make the shop as agreeable and functional as possible, in order to 
positively influence sales. 
 
 In 1957 booksellers had to get used to the idea of modern interiors. 
However, experimenting with various types of materials, colours and the like, 
became largely accepted a few decades later. Boekblad published articles in 
1986, in which different uses of colour and the varieties of the position of the 
furniture were approached in a more playful manner, for example carpet in 
various colours to signify different genres.103 It was also taken into account that 
people were no longer visiting a bookstore in order to buy a book, but that they 
                                                        
100 Anon., Ǯ(aasdijk winkelinterieursǯ, Nieuwsblad voor de Boekhandel, 27 (1965), p. 
1300. 
101 Anon., Ǯ)nterieur aan vernieuwing toe? Op details komt het aanǯ, Nieuwsblad voor de 
Boekhandel, 27 (1967), p. 1427. 
102 C.M. Piotrowski and E.A. Rogers, Designing Commercial Interiors (New Jersey: John 
Wiley & Sons, 2007), p. 207. 
103 K. de Bakker, ǮStef Bertina van de NBB over winkelinrichting: ǮEen verbouwing hoeft 
geen tonnen te kostenǯ, Boekblad, 16 (1986), pp. 8-10. 
Fig. 16. A floor plan for a 
bookstore. Text below illustration: ǮCases along the walls. ǲCompartmentsǳ shaped by 
low bookcases that are placed at 
a right angle to the lower walls. 
In between islands. Office in the refurnished kitchen. Scale ͳ:ͳͷͲ.ǯ 
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may just as well walk in just to look around, or as (enk Weltje phrased it: ǮThe 
joy of shopping, the fun, is the most important, also and maybe especially in the bookshop.ǯ104 
 A decade later, in July 1997, Boekblad published a series of articles in a section called ǮArchitects and Bookshopsǯ, in which six architects with experience 
in designing bookshop interiors predict what bookshops will look like in 2025.105 
The architects mention the shift from the shop as a selling point towards the 
shop as a social meeting place, in which a coffee corner is included and where an 
increasing number of activities are organised. Furthermore, bookstores have to 
face the challenge of Internet sales in the future. In order to compete with these 
online sales, Wim La Feber and Titus Hofstede, both experienced interior 
designers of bookstores, use a similar term as Henk Weltje in 1997: Ǯfunshoppingǯ, which will become increasingly important in order to attract 
customers towards the physical shop.106 This notion is shared by Job Hoogstrate, 
who designed the interior of, amongst others, Boom in Lelystad and De Ark in 
Weesp, and Hans Oudendorp, who created the interior for Kniphorst in Wageningen. Ǯ)n order to keep the personal visits agreeable and lively, the store 
has to focus on the experiences of a beforehand chosen client-mentality group.ǯ107 Clients will visit those shops with which they can identify themselves, which is called Ǯidentityshoppingǯ.108 These predictions were partly based on 
changes that were already visible in society. In 1997 Internet sales were 
becoming popular in the United States of America and the United Kingdom, and 
in the Netherlands chains were trying to create complete bookstores. 
 
Chains and their new concepts for bookstores 
In the second half of the twentieth century the landscape of bookshops started to 
change. At first the publishing companies Elsevier and Kluwer began to buy 
                                                        
104 (. Weltje, Ǯ)nterieur architect Jos ten Brink: )nrichten is manipuleren met ruimte.ǯ 
Boekblad, 16 (1986), p. ͳͲ. Original text: ǮHet plezier van winkelen, de fun, staat voorop, 
ook en misschien wel juist in de boekwinkel.ǯ 
105 A. Gerrits, ǮArchitecten & Boekwinkelsǯ, Boekblad, 29/30 (1997), pp. 12-21. 
106 Ibid., pp. 13-15. 
107 )bid., p. ͳͻ. Original text: ǮOm het persoonlijke bezoek aantrekkelijk en levendig te 
houden, moet de winkel zich dus zo uitdrukkelijk mogelijk richten op de 
belevingswereld van een bepaalde vooraf gekozen klanten-mentaliteitsgroep.ǯ 
108 Ibid., p. 19.  
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smaller publishing companies, which in some cases also included bookstores. 
After a while some independent bookstores, not belonging to a publishing 
company, were taken over as well. Kluwer started its expansion with the 
publishing company Stam in 1967, which included several bookstores in 
Haarlem, Breda and Eindhoven.109 Amongst the independent shops that became 
part of the Kluwer-family were Broese in Utrecht (1972) and Gianotten in Tilburg 
and Breda (1974).110 In the same period Elsevier expanded, buying, amongst 
others, Van Stockum in The Hague (1968) and Scholtens in Groningen (1970).111 
Elsevier and Kluwer used these acquired bookstores to improve the sales of their 
own publications, although W.N. van den Dries, former director of Elsevier, at the 
time claimed that the sales of their own publications did not affect the variety of 
the assortment in any way.112 The change that was taking place seems to have 
been a shift towards the book trade of the past, when printing, publishing and 
selling were combined in one business. According to Jongschaap this was in fact 
an argument for the publishers to actually buy the bookstores, keeping 
everything – printing, publishing and selling – in their own hands.113 The two 
chains became strong players in the field of bookselling and the advantages of 
belonging to a chain soon became evident. In an article in De Boekverkoper it is mentioned that these large companies have Ǯ[a] larger turnover, higher discounts, the budget for advertising […], lower expenses [and] less demands made by the public.ǯ114 In order to compete with these chains, some booksellers 
decided to expand on their own and consequently the process of franchising 
began. Van der Velde was one of these booksellers who feared the strong position 
of large business companies and wanted to expand.115  
                                                        
109 S. Huizinga and J. Broersma, Boekenpaleizen of luchtkasteel (Amsterdam/Houten: 
Uitgeverij Kompas, 2014), p. 39. 
110 Ibid., p. 42. 
111 Jongschaap, 177 jaar Van Stockum sinds 1833, p. 157. A.T. Schuitema Meijer, 
Boekhandel Scholtens & Zoon (Groningen: Scholtens & Zoon, 1971), p. 14. 
112 P.E. de (en, ǮElsevier: Ǯ(et zou zo goed zijn als alle boekhandels inloopzaken werdenǯ, 
Vrij Nederland, 35 (1974), p. 13. 
113 Jongschaap, 177 jaar Van Stockum sinds 1833, p. 139. 
114 Anon., ǮGeslaagde conferentie in Arnhem leidde de jubileumvieringǯ, De Boekverkoper, 
7 (1957), p. 1ͳ. Original text: Ǯgrotere omzetten, hogere kortingen, reclame budget […], 
lagere onkosten [and] de mindere eisen die het publiek hen stelt.ǯ 
115 K. Betten, Over de liefhebberij voor boeken: honderd jaar Boekhandel Van der Velde 
(Leeuwarden: Boekhandel Van der Velde, 1992), p. 36. 
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 The merge with a chain often meant a reorganisation of the bookstore. At 
least until 1991, Kluwer did not want a uniform interior for its bookshops, 
because each shop had its own identity.116 In a historical overview of the Broese 
bookstore in Utrecht, however, the modernisation of the interior following the 
merge is described: 
 
The fine wooden floor was covered with plastic tiles and the robust 
mahogany tables had to make place for standard furniture also covered 
with plastic; custom-fit was replaced by ready-made!117 
 
This may not have been a uniform interior, but Broese probably did have to meet 
the modern standards of the Kluwer concern, which meant the end of the 
traditional wooden furniture. Elsevier also created certain uniformity within its 
shops. Jongschaap mentions the 
 
unifying of the look of the shops: supermarket kind of plans were launched in order to sell books, magazines, L.P.ǯs and stationery on a large 
scale [...] and all bookstores were redesigned into the Elsevier-style, 
which is yellow-brown!118 
 
The emphasis was on selling as many books as possible and the elite status of 
Van Stockum as a store with a high threshold had to change into a more 
accessible bookshop. The Elsevier shops were allowed to keep their own name, 
but they had to be recognisable as being part of the Elsevier chain, hence the 
similar design of the interiors. 
                                                        
116 F. Spek, ǮNieuw gezicht Kluwer-winkelsǯ, Boekblad, 37 (1991), p. 17. 
117 H. Eenens, Broese en Comp. N. V. Boekhandel voorheen J. G. Broese, Broese Kemink b.v. 
(Utrecht: Broese Kemink, 1990), no page numbers. Original text: ǮDe fraaie parketvloer 
werd met kunststoftegels bedekt en de robuuste mahoniehouten tafels moesten plaats 
maken voor standaardmeubels ook al bedekt met plastic; het maatwerk moest wijken voor confectie!ǯ 
118 Jongschaap, 177 jaar Van Stockum sinds 1833, p. 157. Original text: Ǯuiterlijke 
gelijkschakeling van de winkels: supermarktachtige plannen voor grootschalige verkoop 
van boeken, tijdschriften, grammofoonplaten en kantoorbehoeften werden gelanceerd […] en alle boekhandels werden omgebouwd in de Elsevier-stijl, dat wil zeggen geel-bruin!.ǯ 
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Both Kluwer and Elsevier aimed at creating the perfect bookstore and 
both of them simultaneously opened large shops in 1974. Broese Kemink, part of 
Kluwer, was the first warehouse for books in the Netherlands. It opened its doors 
on the 24th of April in Utrecht (figs. 17 and 18); four bookshops and a library 
were put under one roof in order to be the most specialised and complete 
bookstore of the country. Within the shop, nine specialised departments were 
housed; there was a reading table and enough space to organise various 
activities as lectures and exhibitions.119 According to Siebe Huizinga and Jaap Broersma the bookstore existed of ǮͺͲͲm2 at a time when 150m2 [was] already 
quite large. Some 220.000 books [were] in stock, consisting of some 40.000 titles.ǯ120  
 
Shortly after the opening of Broese Kemink, Elsevier opened its first ǲSims-storeǳ, which was a joint venture with the English bookselling chain W.H. Smith 
                                                        
119 Anon., ǮNegen boekwinkels en een bibliotheek onder één dakǯ, Nieuwsblad voor de 
Boekhandel, 18 (1974), pp. 807-808. 
120 Huizinga and Broersma, Boekenpaleizen of luchtkasteel, p. Ͷ͵. Original text: Ǯ800 
vierkante meter vloeroppervlak in een tijd dat 150 vierkante meter al stevig aan de maat is. Zoǯn ʹʹͲ.ͲͲͲ boeken zijn in voorraad, samengesteld uit zoǯn ͶͲ.ͲͲͲ titels.ǯ 
Fig. 17. The traditional, wooden 
interior of Broese in Utrecht 
around 1930.  
Fig. 18. The interior of Broese 
Kemink in 1986. The dark, 
wooden furniture has made 
place for light and practical 
bookcases and chairs. 
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and Son, on the 24th of October in Zwolle.121 Besides books, so-called non-books – cards, stationery, LPǯs and the like – were sold here as well.122 With this varied 
assortment Elsevier attempted to attract a broader public. The store had wide 
aisles, books were displayed with the cover facing the customers and modern 
colours were used, but one contemporary author, P.E. de Hen, who described the 
new lay-out, had his doubts whether this ǲSimsǳ concept of Elsevier would 
actually work.123  
In the years that followed, Elsevier merged with the Bruna chain in 1987, 
while some of the bookshops that had been incorporated in Elsevier were now 
operating independently again. Kluwer, on the contrary, kept growing and 
opened two other large bookstores, Scheltema Holkema Vermeulen in 
Amsterdam in 1985 and Donner in Rotterdam in 1988. The latter, housed on 
Lijnbaan 150 was the largest of all, receiving much attention in the press. It was 
called a cultural palace, mammoth-bookstore, 
complete bookstore, super-bookstore etc.124 The 
architect Wim La Feber had designed the interior, 
using a-typical bookcases on top of which a pink-
black-grey, triangle-formed piece of granite with 
the name of the subject was placed.125 This granite 
could be seen in different elements of the store, 
such as the tables. The design and the size of the 
store were not the only ways in which the 
customer was invited to linger inside Donner: the 
shop also included a coffee shop and a reading 
table.126 Other elements of the interior were 
                                                        
121 De (en, ǮElsevier: Ǯ(et zou zo goed zijn als alle boekhandels inloopzaken werdenǯ, p. 
13. It is not entirely clear why the stores were called Sims, in the article the following is said concerning the name: Ǯ[...] Sims – a name, pronounceable in every language [...].ǯ Original text: Ǯ[...] Sims – een naam, uitspreekbaar in alle talen […].ǯ 
122 Ibid. 
123 Ibid. 
124 J. Boddaert, Boekhandel Donner 1912-1992 (Rotterdam: Boddaert Produkties, 1992), 
p. 26. 
125 J. Vonkeman, ǮElke Rubriek een specialist: Donner onthult en TOTALE vernieuwingǯ, 
Boekblad, 28 (1988), p. 8. 
126 Ibid., p. 9. 
Fig. 19. The interior of the enlarged 
Donner in Rotterdam in 1989. Signs 
guided the customers through this 
giant store. 
  
 
  45  
 
modernised as well. Besides traditional stairs, escalators made the shopping 
experience more comfortable for the customers (fig. 19). The transparent 
elevator added to the overall modern design of the giant store. Such 
collaboration with architects became increasingly common as the second half of 
the twentieth century progressed, especially for the more renowned and larger 
bookshops of which the owners could afford the expenses.  
Both Kluwer and Elsevier focussed on profit and less on the expertise of 
the staff and the quality of the books on offer. This different approach to selling 
books often led to discontent among traditional booksellers. André Houtschild, 
former owner of Van Stockum, criticised these big concerns in the article by De (en: ǮFor us the book is something holy. ) have always had people telling me that 
we have a cultural task. Nothing will come of that with Kluwer and Elsevier.ǯ According to (outschild there was Ǯa struggle between the managers-mentality and the professional philosophyǯ at Elsevier. The management demanded good 
selling titles on the shelves only. There was no room left for risks.127 This new 
strategy led to a new type of bookstore that was characterised by its large size, a 
varied assortment of non-books, a predominance of bestsellers on offer and an 
interior in which the spines books are no longer the focal point. 
 The smaller chain of AP-bookstores experimented with different interiors 
and selling methods as well. Here the focus was not necessarily on creating 
enormous and complete stores, but on how to make the shopping experience 
more attractive in the existing, smaller shops. As Kluwer and Elsevier, AP wanted 
to reach a wide and varied public. The board was attracted to the Parisian 
method of going outside the actual selling space and use the street in order to 
invite the people inside the store, which, as was described above, they also did 
with their pocketbooks.128 In their correspondence there is even mention of an attempt to create a Ǯreading-terraceǯ that would allow the customer to sit down 
while browsing through the books displayed outside (fig. 20).129 Unfortunately, it 
                                                        
127 (en, ǮElsevier: Ǯ(et zou zo goed zijn als alle boekhandels inloopzaken werdenǯ, p. ͳ͵. Original text: ǯVoor ons is een boek iets heiligs. )k heb me altijd laten voorhouden dat we 
een culturele taak hebben. Daarvan komt straks bij Kluwer en Elsevier geen fluit meer terecht.ǯ […] Ǯeen wrijving tussen de managers-mentaliteit en een stuk vakfilosofie.ǯ 
128 UvA, Bibliotheek van het Boekenvak, Archief van de AP Boekhandels, UBA157, 
Stukken betreffende het filiaal in Arnhem 1941-1956, AP 18 (2 March, 1954). 
129 Ibid. 
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is not clear whether the reading-terrace was realised, but it is another example 
of an innovative method to increase the sales and to make book buying an 
experience. 
The archive of the AP-bookstores gives an insight into the organisation of 
the chain. Surely every chain has its own management, but each chain must have 
a central board instructing the individual locations. From the preserved 
correspondence it becomes clear that the store owners were not allowed to 
acquire or accept any furniture or display tables from publishers or retailers on 
their own; clear instructions were given on how to display books, and visits were 
paid to the separate stores and afterwards evaluated.130 Kluwer and Elsevier did 
not immediately centralise everything when the independent bookstores were 
acquired, but the central control increased over time. Often chains are 
recognisable by the look of the store: Elsevier used specific colours and AP-
bookstores installed the same type of bookcases and display tables in their 
interior. Kluwer did not unify the interior of the stores in the second half of the 
twentieth century, the only symbol that linked the separate Kluwer stores was 
the *) sign behind the name of the shop. In 1987 Kluwer merged with the 
publishing company Wolters Samson and continued under the name Wolters 
Kluwer.131 In 1992 the bookselling part of the publishing company became 
independent, though it partly remained in the hands of Wolters Kluwer. The new 
name of the distribution chain becomes Boekhandels Groep Nederland (BGN). 
                                                        
130 UvA, Bibliotheek van het Boekenvak, Archief van de AP Boekhandels, UBA157, 
Circulaires van de afdeling Boekhandels van de AP gericht aan de winkelchefs 1963 juli-
okt, AP 39 (29 July, 1963). Stukken betreffende het filiaal in Groningen 1956-1970, AP 
47 (25 February, 1965). 
131 Huizinga and Broersma, Boekenpaleizen of luchtkasteel, pp. 58-59. 
Fig. 20. The floor plan of the reading 
terrace of the AP-board.  
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Technology and the bookstore: security systems, the computer and the Internet 
Security systems and the computer have had an important impact on the 
atmosphere in and the interior of bookstores. The increased accessibility of the 
bookshop led to a broader public. Many stores became places where the 
potential buyers could look around, pick up books and browse through them 
before making a choice. This open character had definite advantages, but also led 
to an increase of theft. Various articles were written about this problem, in which 
the interior of a shop plays an important role. When placing bookcases, revolving 
book displays and other furniture in order to make the bookshop an inviting 
place, one had to make sure everything could be overseen. The introduction of 
electronic security gates was a solution to this problem, though it was not 
immediately embraced. In an article about the security system of bookstore Van 
der Plas in Amsterdam, which was installed in November 1979, a reason for this 
reluctance among fellow booksellers is mentioned.132 Most of them feared the 
reaction of their customers and were afraid that they would rather visit another 
bookstore instead of entering one with these security gates (fig. 21). However, 
Van der Plas only received positive reactions and theft considerably declined. 
Furthermore, the shop atmosphere actually improved, 
because the staff no longer had to keep an eye on the 
customers as intensively as before.133 Of course, one 
still had to keep a certain overview, but the manner in 
which bookcases and display tables were placed was 
no longer as heavily affected by the risk of theft. In 
other words, the extra security allowed the bookseller 
to experiment with the interior more freely than in 
the past. 
The increase in book production made it difficult for booksellers to advise 
customers. It could take days or weeks to locate a specific title in catalogues and 
find out whether this title was still available. The computer simplified this task 
and enabled the bookseller to help a customer quickly and accurately. In 1979 
                                                        
132 (. Leupen, ǮGunstige ervaringen met anti-diefstal-apparatuurǯ, Boekblad, 4 (1980), p. 
148. 
133 Ibid. 
Fig. 21. The type of security 
gate that was installed at Van 
der Plas in Amsterdam.  
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computers in bookstores were connected 
to the national book-database, Van Stockum 
in The Hague was one of the first. With 
these databases one could find books 
searching on the title of a book, the author, 
keywords, ISBN etc. and order them. 
Despite these advantages, there also was a 
concern of losing the romantic and 
stereotypical image of the old and knowledgeable bookseller. This is touched 
upon in an anonymous article in the Haagsche Courant on the automation of Van 
Stockum. Here the computer was placed in the centre of the store next to the 
horoscopes and cooking books (fig. 22).134 This central position indicates how 
the computer replaced the bookseller who used to be the expert in the 
bookstore. The contrast between the static answers of the computer and the 
extra advice and information given by the traditional bookseller made the writer 
of the article sentimental about the past.135 Yet, although some people thought 
the introduction of the computer meant a decline of knowledgeable booksellers, 
others considered the technical device an improvement. Jan Wessels, former 
bookseller at Van de Ven in Soest, commented upon this first connection to the 
book-database in a Nieuwsblad voor de Boekhandel article in 1979: 
 
The most important effect for the customer is that the service that used to 
be standard in the bookstore, but almost disappeared because of cost 
reductions, due to this automation for bookstores, can be preserved for 
the customer!136 
 
                                                        
134 Jongschaap., 177 jaar Van Stockum sinds 1833 (Den Haag: Van Stockum, 2010), p. 168. 
The original newspaper article should have appeared in the Haagsche Courant of 29 May ͳͻ͹ͻ in the section ǮVan dag tot dagǯ, however, I was not able to trace this article in the 
issued newspaper of that date. 
135 Ibid. 
136 (. Leupen, ǮEerste beeldschermaansluiting Boekdata officieel in gebruik genomenǯ, 
Nieuwsblad voor de Boekhandel, ʹͷ ȋͳͻ͹ͻȌ, p. ͳʹͺͻ. Original text: Ǯ(et belangrijkste effect voor de klant […] is dat de service die vroeger heel gewoon was in de boekhandel, 
maar die dreigde te verdwijnen uit kostenoverwegingen, dank zij deze automatisering voor de boekhandelsklant behouden kan blijven!ǯ 
Fig. 22. The installed computer at Van 
Stockum in The Hague in 1979. 
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The book trade was becoming more efficient and the automation allowed the 
bookseller to focus on additional activities in order to make the bookshop more 
attractive and interactive. Kooyker in Leiden also installed a computer in 1979 
and acknowledged its many advantages two years later. Due to the computer, the 
owner of Kooyker had time to organise exhibitions and give the customer more 
attention.137 Whether the automation was seen as an improvement or a decline 
in quality, it without a doubt affected the atmosphere and interior of the 
bookshop. 
 At the end of the twentieth century Internet sales were quickly 
developing. The first Dutch online bookstore was Belboek, founded by Frans 
Cladder.138 Another bookstore, Boeknet, changed its name into De Nederlandse 
Internetboekhandel (Dutch Internet Bookstore) and became an online platform 
for various bookstores. In 1997 bookshops could register if they wanted their own page on the storeǯs website.139 By 1998, multiple online bookstores were 
available, such as Boekhandel.com and Bruna.nl. However, as F. Cladder wrote in 
Boekblad, Ǯnone of them [are] perfect [...] They donǯt compete in terms of pricing [...] and none of them allows returns.ǯ140 
 On the 31st of March, 1999, the online bookshop of Bertelsmann, better 
known as Bol.com, was launched in the Netherlands.141 The impact of this web 
shop may not have been evident at the time, but in the following decade Bol.com 
expanded at great speed, competing with the websites of Dutch bookstores, and, 
more importantly, with the sales in the physical bookstores. Booksellers felt the 
need to compensate and to offer the customer something extra, something the 
Internet was unable to give to the clients. 
                                                        
137 K. de Bakker, ǮBoekhandel Kooyker kan niet meer zonderǯ, Boekblad, 7 (1981), p. 9. 
138 F. Cladder, ǮWie wordt de Nederlandse Amazonǯ, Boekblad, 21 (1998), p. 14. 
139 Anon., ǮBoeknet verandert langzaamaan in De Nederlandse )nternetboekhandelǯ, 
Boekblad, 50 (1997), p. 4. 
140 ǮWie wordt de Nederlandse Amazonǯ, p. ͳͶ. Original text: Ǯgeen van alle perfect […] Ze concurreren nauwelijks met de prijs […] en staan geen van allen retouren toe.ǯ 
141 Anon., ǮBertelsmann start BOL met grenzeloos vertrouwenǯ, Boekblad, 13 (1999), p. 4. 
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Chapter IV. Bookshops in the twenty-first century 
 Ǯ[T]he trade in products of the human mind gives the seller moral obligations, what matters is the profession and not in the first place the money.ǯ142 
 
The first decade and a half of the twenty-first century is marked by great and 
rapid changes in the landscape of the book trade. The influence of the Internet 
sales increases, as does the dominant position of the BGN chain. This large chain 
develops and attempts to compete with web shops such as Bol.com. Ideas and 
concepts in order to create the perfect bookstore eventually lead to the 
breakdown of the largest bookselling chain in the Netherlands. 
During the existence of the largest distribution chain of the Netherlands, 
bookshops were opened in some quite extraordinary places, bookshops of which 
the location alone was reason enough to visit them, for example a church in 
Maastricht or an old post office in Arnhem. While the chain focussed on large and 
monumental shops, a counter movement was observable amongst several 
independent shop owners who believe in smaller, but qualitative shops. 
Besides Internet sales, other digital innovations are posing a threat 
towards the physical book and its shop: the digitisation of text has led to the 
creation of E-books, and consequently, E-readers. While at the end of the 
twentieth century the E-readers were new, interesting, but not yet very 
functional, the devices have considerably increased in quality. Their popularity 
fuels the fear of the demise of the physical book and the traditional bookshop. 
The individualisation of bookstores after the recent bankruptcy of Polare 
led to a whole new understanding of what future bookstores should look like. 
Moreover, the breakdown of Polare brought the realisation that the bookstore of 
today continues to carry an important cultural function and is still greatly valued 
by society. 
 
 
                                                        
142 M. Keyser, Frederik Muller en de oude boekhandel (Amsterdam: Antiquariaat 
Brinkman, ͳͻͻͶȌ, p. ͹. Original text: Ǯ[D]e handel in produkten van de menselijke geest 
legt de handelaar daarin morele verplichtingen op, het gaat om het vak en niet in de eerste plaats om het geld.ǯ 
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BGN – Selexyz – Polare versus independent stores: experiencing the book 
Already at the beginning of the century BGN struggled to make profit. Despite 
their large and impressive stores, which focussed on an experience and 
attempted to offer the customers something extra, people seem to have found 
their way to the Internet. The chain got a central distribution system and the 
previously varied assortment, which was adapted to the demands of the local 
customers, became smaller and increasingly focused on bestsellers. BGN 
attempted to improve their Internet sales, however, the bookstores still carried 
their individual names and the platform used for the online shop functioned 
through different websites, which were not recognised by the customers as 
being part of BGN.143 Therefore, it was decided to put the new name, Selexyz, in 
front of the individual names, e.g. Selexyz Kooyker in Leiden, in 2006.144 This 
unification was intended to strengthen the position of Selexyz in the competition 
against the largest online bookshop, Bol.com. Most of the attention, however, is 
said to have gone to the physical appearance of the bookshops by creating and 
establishing large stores on special locations, such as the Dominican church in 
Maastricht in 2006 and the old post-office in Arnhem in 2010. The result was a lack of balance between ǲbricks and clicksǳ.145 
The interiors of the shops of BGN are best described by adjectives such as ǲlargeǳ and ǲimpressiveǳ. )n November ʹͲͲͲ, the already large Donner store on 
the Binnenwegplein in Rotterdam was expanded from 4000 m2 to 6000 m2.146 
According to the director of Donner, (ans Peters, Ǯthe store in itself is an 
experience [...] [and] we attempt to prolong the stay of the customers by including a cloakroom and public toilets.ǯ147 In order to add to the experience, 
live-music performances took place in the store, customers could have out-of-print books printed on demand and soon they could also have CDǯs burned on 
                                                        
143 S. Huizinga and J. Broersma, Boekpaleizen of luchtkasteel (Amsterdam/Houten: 
Uitgeverij Kompas, 2014), p. 97. 
144 H. Chin-A-Fo and T. Jager, Het boekenparadijs: de opkomst en ondergang van de 
grootste boekhandelsketen in Nederland (Amsterdam: Ambo\Anthos, 2014), p. 34. 
145 Huizinga and Broersma, Boekpaleizen of luchtkasteel, p. 122.  
146 <http://www.nrc.nl/handelsblad/van/2000/november/16/letters-uit-een-
luisterschelp-7518694> (18 December, 2014). 
147 L.T. Vermij, ǮBoekhandel Donner: groots en meeslependǯ, Boekblad, 46 (2000), p. 7. Original text: ǮDe winkel [is] op zich een belevenis […] [en] we proberen de verblijfsduur te bevorderen door een garderobe en publiekstoiletten.ǯ 
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request.148 Furthermore, the store housed two caféǯs and an art department 
where local artists and illustrators of childrenǯs books could exhibit their 
creations.149 The expansion of the store including its innovative design and 
enormous array of activities, illustrates the trend at the beginning of the twenty-
first century of feeling the urge and necessity to convince the customer to buy at 
the physical bookshop instead of via the Internet, with a strong focus on the 
experience. As is not uncommon when trends occur, a counter movement can be 
noticed at the same time. Some independent booksellers were of the opinion that 
the survival of bookstores would not depend on the size of the store, but on its 
quality and atmosphere. The considerably smaller bookshop Van Gennep in 
Rotterdam had to compete with the newly 
opened Donner. On the 25th jubilee of Van 
Gennep, employees handed out cards with a 
picture of an enormous bookstore with the text ǮNo, we donǯt have it! You should go to Van Gennep for that.ǯ ȋfig. ʹ͵Ȍ.  
This action was not meant to criticise the newly 
opened Donner, but to make the customer 
realise that the quality of a bookstore is not 
necessarily decided by its size.150 Other 
examples of bookstores sticking to their small 
size are the Vrije Boekhandel in Breda and Bek 
in Veghel. The Vrije Boekhandel did hire an interior designer, Conita Vermeulen, but she had to create an interior that would fit the words Ǯmodestǯ, Ǯtimelessǯ, Ǯcalmǯ, Ǯsimplicityǯ, and Ǯdurableǯ, the exact opposite of Donner.151 In 2000 Ad 
Goos, owner of the Vrije Boekhandel, emphasised the importance of quality for 
his store in an interview with Lucie T. Vermij, editor of Boekblad: ǮMegastores are 
mainly about bestsellers, while the formation of a good assortment in some cases 
                                                        
148 <http://www.nrc.nl/handelsblad/van/2000/november/16/letters-uit-een-
luisterschelp-7518694> (18 December, 2014). Whether customers could eventually have CDǯs burned on request is unknown. 
149 Vermij, ǮBoekhandel Donner: groots en meeslependǯ, p. ͹. 
150 J. van Groningen, ǮJubileumactie van v/h Van Gennepǯ, Boekblad, 48 (2000), p. 6. 
151 L.T. Vermij, Ǯ(et culturele erfgoed levend houdenǯ, Boekblad, 48 (2000), p. 7. Original text: Ǯingetogenǯ, Ǯtijdloosǯ, Ǯrustigǯ, Ǯeenvoudǯ, Ǯduurzaamǯ. 
Fig. 23. The illustration on the card 
that was handed out on the jubilee of 
Van Gennep. 
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Fig. 24. The interior of bookshop Bek in 
Veghel. 
 
disappears to the background. [...] In our shop we certainly do not want to 
display a book top-ten.ǯ152 Boekhandel Bekǯs interior, on the other hand, does not suit the words ǲmodestǳ or ǲsimpleǳ, but it does neither fit terms as ǲmodernǳ or ǲtrendyǳ. The architect of Boekhandel Bek, Mario van Driel, created a classic, 
traditional bookshop with wooden floors and bookcases (fig. 24). In 2002 this 
shop won a prize for best retail store for the following reasons: 
 
While everywhere else expansion and standardisation are the trend, 
some individual booksellers still believe in a dream. Bookstore Bek, 
where with love and passion and an eye for the tiniest detail the 
wonderful world of the book is given shape, believes in such a dream.153 
 
Van Driel is of the opinion that a classical interior lasts longer than a modern 
one, which constantly has to be adapted in order to stay up-to-date.154 These 
different ideas considering the outlook of a bookshop are a reaction to changes 
in society. The smaller independent 
bookshops often have regular customers 
and can focus on this particular group and 
their needs, while the Selexyz bookshop 
aimed to be a bookshop for everyone. They 
wanted to attract the serious readers, but 
also the generation for which the book no 
longer is the only medium with which to spend oneǯs leisure time. 
In recent years, the digital medium, which first was seen as a threat to the 
popularity of the physical book, has become a normal instrument in order to 
attract customers to the bookshops. In 2005 some bookstores experimented 
                                                        
152 )bid. Original text: ǮIn de megawinkels gaat het vaak vooral om de bestsellers, terwijl 
de vorming van een goed assortiment nog wel eens op de achtergrond geraakt. […] Wij 
willen in onze winkel ook pertinent geen boekentoptien uitstallen.ǯ 
153 L. Vos, ǮDe rustieke sfeer van boekhandel Bek: trekpleister in de provincieǯ, Boekblad 
Magazine, 12 (2002), p. 25. Original text: ǮDaar waar elders schaalvergroting en 
standaardisatie het beeld bepalen, zijn er nog steeds zelfstandige ondernemers die 
geloven in een droom. Boekhandel Bek, waar met liefde en passie en met oog voor het 
kleinste detail de wondere wereld van het boek is geschapen, gelooft in zoǯn droom.ǯ 
154 Ibid., p. 26. 
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with the use of screens and displays to promote books, called narrowcasting or 
retail television.155 On these screens booktrailers and other advertisements are 
shown. The use of this digital medium was especially popular in walk-in stores as 
Bruna and The Read Shop, but BGN/Selexyz also introduced narrowcasting in 
Verwijs in The Hague. In the new Verwijs store in the Passage, which opened in 
2005, three screens were placed near the entrance.156 When a screen promoted 
one particular book, often stacks of that title were displayed beside it. The 
development of screens continued and by 2010 touch screens were introduced. 
Whereas the interaction of narrowcasting was one-sided, with products being 
advertised through the screen and the customer passively receiving information, 
the touch screen enables customers to receive and send information. In 2010 
Manon Warmenhoven, manager of bookshop Huyser in Delft, listed the 
possibilities of the touch screens in her store: customers can Ǯ[...] search through the stock, 
search in our order-system, place orders and listen to audiobooks.ǯ157 Another advantage of 
these touchscreens is the quick service that can 
be achieved. When it is busy in the store and 
there is no employee available, the customer can 
help himself.158 The level of interaction when it 
comes to touch screens is higher than with 
narrowcasting, which adds to the overall 
experience of the bookstore (fig. 25). 
In 2006, Plantage Books & More in Apeldoorn opened an innovative store 
giving new meaning to the idea of the experience for the customer. Besides the 
daring use of colours – black with contrasting accents of bright colours – and the original concept of a fitting room where customers could ǲtryǳ a book or 
magazine, a computer on which customers could search for titles and scanning 
                                                        
155 (. Vinke, ǮBeeldschermen en boektrailers in de boekhandelǯ, Boekblad Magazine, 2 
(2005), p. 21. 
156 Ibid., p. 21. 
157 (.J. Morrison, ǮTouchscreens op komst in de boekhandelǯ, Boekblad Magazine, 19 
(2010), p. ʹͳ. Original text: Ǯ[…] zoeken in de voorraad, zoeken in ons bestelsysteem, 
bestellen en luisterboeken luisteren.ǯ 
158 Ibid., p. 21. 
Fig. 25. Touchscreen in use at 
Huyser in Delft. 
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devices were placed in the store (figs. 26 and 27).159 The 
books in the store did not carry a price sticker, forcing 
the customer to scan the products themselves or ask 
employees. According to Vermij, the employees were not 
passively standing behind a desk, but were constantly 
moving around the store trying to connect with the 
customer.160 The subject signs that functioned as a guide 
to the customer were also creatively designed: icons 
combined with a poetical description of the subject. 
Besides this concept of actively challenging the 
customers and making the shopping a fun experience, the 
shop had another innovative idea concerning the assortment, which was taken 
over by many other shops: less is more. The amount of books on offer in the 
physical shop has become smaller in order to pay more attention to an effective 
and appealing display. Fewer titles make the store look spacious and well 
ordered. The importance of displays is also emphasized in an article in Boekblad published in ʹͲͲͺ: Ǯ)t is understood that ͺͲ percent of the profit comes from displays.ǯ161 Cosmox in Alkmaar, for instance, went from 17.000 titles to 7.000 
and displayed most books frontally instead of showing the spines only.162 In the 
twentieth century this was only done with pocket books, but in the twenty-first 
century the visual aspect of the frontal display 
suited the idea of making the store a more 
appealing place for the customer. In an 
interview, architect Eric Klinkers of Klinkers 
Winkelinterieur in Ulestraten, an interior design 
company specialised in the interior of shops, 
mentions the change that has taken place 
                                                        
159 L.T. Vermij, ǮNieuwe formule Plantage Books & More: fris, smaakvol en verlokkelijk, met lef en humorǯ, Boekblad Magazine, 5 (2006), p. 27. 
160 Ibid., p. 28. 
161 V. Elzinga, ǮTrend: kleur in de boekhandel. Contrasten mogen, zijn zelfs gewenstǯ, 
Boekblad Magazine, 14 ȋʹͲͲͺȌ, p. ͳ͵. Original text: ǮNaar verluidt komt 80 procent van de winkelomzet van displays.ǯ 
162 )bid., ǮDrempelverlagende formule prikkelt: veel frontaal en narrowcasting bij 
Cosmox in Alkmaar, Boekblad Magazine, 11 (2008), p. 18. 
Fig. 26. Fitting room in 
Plantage Books & More. 
Fig. 27. Scanning device in Plantage 
Books & More.  
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concerning the bookstore: Ǯ)n the past every millimetre of the room was used 
and the store was full of shelves and bookcases. Nowadays, bookstores are focused on the presentation: a better display means a higher turnover.ǯ163 The 
smaller assortment in the physical store was often supplemented with a broader 
assortment through the storeǯs website. The danger of less titles may be that the 
majority of the assortment in the store will consist of bestsellers and that there is 
no room for less known, but interesting titles. This was especially a point of 
criticism with regard to chain stores. In Uit liefde in boeken: vijftien schrijvers op 
zoek naar een boekhandel, Michaël Zeeman, a Dutch writer, stated his dislike of 
chain stores. According to Zeeman, these stores offer exactly the same books, 
because of the centralised stock acquisition: Ǯ[T]he chain store [...] reasons in 
terms of discounts that the acquisition department managed to extort, not in 
terms of the dynamic life of culture in which it takes a vital position.ǯ164 To 
Zeeman, and possibly many passionate readers with him, the quality of 
bookstores is established by the assortment and not necessarily by the interior 
of a store.  
The change in the size of the assortment was noticeable in the interior of 
certain BGN/Selexyz bookshops. In 2011 their large, impressive and fully stocked 
                                                        
163 )bid., ǮBeter presenteren is meer verkopenǯ, Boekblad Magazine, 14 (2008), p. 15. Original text: ǮVroeger werd elke millimeter oppervlakte benut en stond de winkel vol 
schappen en kasten. Tegenwoordig zijn boekhandels gericht op presentatie: beter presenteren is meer verkopen.ǯ 
164 M. Zeeman, Ǯ(et geheugen van de wereldǯ, in A. Kader (ed.), Uit Liefde in boeken 
(Amsterdam/Antwerpen: Uitgeverij de Arbeiderspers, ʹͲͲ͹Ȍ, p. ͷͲ. Original text: Ǯ[D]e concernboekhandel […] redeneert vanuit de kwantumkorting die de inkoopafdeling 
weet af te dwingen, niet vanuit het zinderende leven van de cultuur waarin hij een vitale plaats inneemt.ǯ 
Fig. 28. Selexyz Verwijs in The Hague in 2005.  
 
Fig. 29. Selexyz Scheltema in Almere in 2006. 
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buildings belonging to the stores Donner in Rotterdam and Scheltema in 
Amsterdam, which were realised in order to create ideal and complete 
bookstores, were considered too big and no longer suited to the demands of the 
time.165 The aim of BGN/Selexyz to create large stores did not vanish, but the 
manner in which this was realised changed. From 2005 onwards various 
impressive, historically important buildings were acquired and turned into a 
bookstore. These stores were already recognisable by the general arrangement 
of bookcases along the walls and low display tables in the centre of the room, 
and were best described as spacious and modern (figs. 28 and 29). These stores 
were large, but unlike the complete bookstore of Donner created in 2000, not 
fully stocked and therefore overwhelming. Four stores were designed in 
collaboration with architects from Merkx + Girod in Amsterdam: Selexyz Verwijs 
in the Passage in The Hague, Selexyz Scheltema in Almere, Selexyz Dominicanen in 
the Dominican church in Maastricht, and Selexyz Dekker in the old post-office in 
Arnhem. In 2006, when Selexyz Verwijs and Scheltema were realised and 
Dominicanen was being developed, the grand, but clean style of the chain was 
noticed by Boekblad editor Lucie Verwij in an interview with BGN/ Selexyz 
director, Matthijs van der Lely. Reacting to the suggestion that the stores lacked a certain cosiness, he said: ǮWe attempt to let the building speak for itself. And we 
work on transparency [...]. It is correct the word cosy is not necessarily the right 
word for it, but it is not our intention to create a distant atmosphere in our stores.ǯ166 Instead of creating an experience by using a-typical bookcases as 
Cosmox had done, or by implementing contrasting colours and original elements 
in Plantage Books & More, the experience in the stores of BGN/Selexyz was 
created by the buildings themselves. This is especially the case in what may well 
be the most beautiful bookstore in the Netherlands, Dominicanen in the 13th-
century gothic Dominican church in Maastricht (fig. 30).  
                                                        
165 Chin-A-Fo and Jager, Het boekenparadijs, p. 63. 
166 L.T. Vermij, ǮMatthijs van der Lely ȋalgemeen directeur BGN/SelexyzȌ: ǲWij doen het 
the Nike-way: Just do itǳǯ, Boekblad Magazine, 24 ȋʹͲͲ͸Ȍ, p. ͳ͵. Original text: ǮWe 
proberen het gebouw tot zijn recht te laten komen. En we werken aan een grote transparantie […]. (et klopt dat het woord gezellig er niet onmiddellijk op van 
toepassing is, maar het is niet zo dat wij kille winkels willen.ǯ 
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It was finally realised in 2006, after having met strict demands made by 
the local municipality. According to Hans Peters, director of Selexyz Dekker van 
de Vegt, these demands were as follows: 
 
The church had to be stripped from everything that did not belong there. 
Moreover, the municipality wanted the climate to be suitable enough in 
order to preserve the frescos. The last important demand was the forum 
function the church should acquire, with all sorts of activities for the local 
community.167 
 
These activities require space, which Merkx + Girod solved by creating a flexible 
interior with moveable display tables. According to Matjan Minnaard, manager of 
the interior design company Goetheer & Huissoon, such flexible interiors became 
popular in 2011.168 Such an interior is not only practical when certain activities have to take place, but it is also a way of allowing oneǯs interior a certain 
dynamic: one can easily reposition single pieces of furniture giving the store a 
new look, without having to pay for an entirely new interior. 
                                                        
167 (. van der Klis, ǮBGN werkt aan prestigeproject in Maastricht: een eredienst voor het boekǯ, Boekblad Magazine, 2 ȋʹͲͲ͸Ȍ, p. ͳͻ. Original text: ǮDe kerk moest ontdaan worden 
van alle zaken die er niet hoorden. Ook wilde de gemeente dat het klimaat in de kerk geschikt zou zijn voor de instandhouding van de frescoǯs. Een laatste belangrijke eis van 
de gemeente is dat de kerk een forumfunctie krijgt, met allerlei activiteiten voor de bevolking.ǯ 
168 R. Romeny, ǮBoekhandels investeren volop in nieuw interieur: interieurbouwers moeten personeel extra aannemenǯ, Boekblad Magazine, 9 (2011), p. 19. 
Fig. 30. Selexyz Dominicanen 
in Maastricht.  
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In 2010 a change in the use of colours was noticed by Dick Kip, architect 
of Interieurbouw Apeldoorn. Whereas at the beginning of the twenty-first century 
bright and daring colours were the fashion, a decade later some booksellers 
appeared to prefer calm and warm colours. The reason for this, according to Kip is because Ǯ[...] the interior is subordinate to the products, which are often very colourful.ǯ169 This notion was also very common in the past, when the design of 
the interior was specifically focused on books, as has been described in the first 
chapter. Recently, a return to the traditional bookstore was noticed by Matjan 
Minnaard. According to him, a modern interior is still the leading trend, but some 
booksellers prefer a cosy and warm interior.170 Usually these booksellers do not hire an architect, because Ǯit shouldnǯt look too polished.ǯ171 It is plausible that 
this preference of booksellers to create their own interior has created difficulties 
for the interior-design branch. The renowned company Interieurbouw Apeldoorn, 
a specialist in the interior of bookstores (as is demonstrated by the many 
advertisements of the firm that can be found in Boekblad), went bankrupt in 
February 2013, partly because of the decline in orders from the book trade.172 
Another interior design company, which still exists today, is WSB interieurbouw. 
Their vision on the interior of bookstores focuses on the function of the 
bookshop, it should be a place where visitors can be hosted and where service is of the utmost importance, what they call Ǯcommercial retail designǯ.173 This vision 
can be seen in the interior they designed for bookstore Koster in Barneveld: Ǯ[...] warm, stylish, not too modern, but focussed on hosting and service.ǯ174 According 
to Rick Blankenstijn, co-owner of WSB Interieurbouw, WSB is innovative and 
distinctive in their design, while the production process is industrial, which 
                                                        
169 (.J. Morrison, Ǯ)nterieurtrends ʹͲͳͲ: milieu en portemonee, believing en warme kleurenǯ, Boekblad Magazine, 11 (2010), p. 17. Original text: Ǯ[…] dat het interieur 
ondergeschikt is aan de producten, die immers vaak erg kleurrijk zijn.ǯ 
170 Romeny, ǮBoekhandels investeren volop in nieuw interieur: interieurbouwers moeten personeel extra aannemenǯ, p. ʹͲ. 
171 )bid., original text: ǮHet moet er vooral niet gelikt uit gaan zien.ǯ 
172 <http://www.boekblad.nl/interieurbouw-apeldoorn-failliet.202420.lynkx> (19 
December, 2014). 
173 <http://www.wsbinterieurbouw.nl/project_post/wsb-interieur-boekhandel-
interieur-boekwinkel-interieurbouw-boekhandel-interieurbouw-boekwinkel-
interieurbouw-apeldoorn-scherpenzeel/> (19 December, 2014). 
174 )bid. Original text: Ǯ[…] warm stijlvol, niet te modern, maar gericht op gastheerschap en dienstbaarheid.ǯ 
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makes the interior affordable.175 The latter point is especially important at a time 
when the book trade is in a critical position, having to deal with competition of 
other media and Internet sales. These interior design companies clearly have to 
adapt to the changing functions of the bookshop in order to survive. 
Whereas the owners of many independent bookstores have different 
opinions on what a bookshop should look like – modern versus traditional, well-
ordered versus cosy and intimate – the board of BGN/Selexyz, which was taken 
over by Procures under the new name Polare in 2013, was still convinced that 
large and complete stores were the bookshops of the future. BGN/Selexyz 
struggled for a considerable period, the costs of the buildings in which their 
stores were housed were too high and due the overall decline in the book trade 
the company was no longer profitable. Procures, a company that was specialised 
in recapitalising and reorganising companies in difficulty, bought BGN/Selexyz 
with the intention of making it profitable again.176 The new logo of Polare was a 
blue circle consisting of sheets of paper on a black background with an English phrase: ǮPolare, the world of stories.ǯ177 This slogan described exactly what the 
concept store of Polare in Utrecht had to be like, a so-called ǲexperience storeǳ.178 
It was to contain a square on which six open houses were placed. In the words of 
John Berghoff, owner of Tomorrow Design in Amsterdam, who created the design 
of the concept store in Utrecht and the refurnishing of the other stores in the 
chain: 
 Each house is furnished according to one of the Ǯworldsǯ in which the 
assortment is divided [...] each in their own colour [...] Above the houses, a 
sky full of stars and a dome of projected words hangs from the ceiling. [...] 
In between the cabinets the reader can find digital bookcases, with 
information on the content of the books, availability, reviews and social 
media. Inspiring, that is what it is all about.179 
                                                        
175 Ibid. 
176 Chin-A-Fo and Jager, Het boekenparadijs, p. 71. 
177 Ibid., p. 114. 
178 Huizinga and Broersma Boekpaleizen of luchtkasteel, p. 178. 
179 Chin-A-Fo and Jager, Het boekenparadijs, p. 1ͳʹ. Original text: ǮElk huisje is ingericht volgens een van de Ǯwereldenǯ waarin het assortiment is ingedeeld […]elk in een eigen kleur […] Boven de huisjes hangen een sterrenhemel en een koepel van geprojecteerde 
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Even though the Utrecht store was never realised, the vision of the chain is 
visible in the plans for this flagship. Actually creating separate, smaller sections 
instead of one large space in which words above the bookcases signify the 
various genres, would give the customer a good overview. The use of digital 
bookcases would be a modern touch with which the younger generation could 
identify. Despite the efforts that were made to save the largest bookselling chain 
the Netherlands has ever known, the debts were too high and in February 2014 
Polare had to close its doors. 180 It will never be known whether the concept 
store would have worked, however, one may wonder whether the focus was not 
too much on the experience and too little on the quality of the assortment. 
 
The Internet and the e-book 
In order to compete with online shops as Bol.com, physical bookstores have used 
various strategies. Most booksellers today have an online counterpart where 
customers can check the availability in the store and order books. At the 
beginning of the twenty-first century, even some of the more traditional 
bookstores, as the already mentioned Vrije Boekhandel in Breda, tried to get 
acquainted with the digital medium.181 While the interior and concepts of 
bookstores were quickly developing, Vincent Elzinga, editor-in-chief of Boekblad, 
was of the opinion that customers should continue to feel comfortable in a bookstore and that therefore Ǯbookstores shall always try to maintain the 
atmosphere and look of a bookstore, because in a bookstore not only books are 
sold, but especially knowledge.ǯ182 This implies that no matter how modern the 
interior becomes or how many touchscreens are available in a bookstore, the 
                                                                                                                                                              
woorden. Tussen de kasten vindt de lezer digitale boekenkasten, met informatie over de 
inhoud van de boeken, de beschikbaarheid, recensies en social media. Inspireren, daar gaat het om.ǯ 
180 For a detailed description of the demise of Polare see: S. Huizinga and J. Broersma, 
Boekpaleizen of luchtkasteel (Amsterdam/Houten: Uitgeverij Kompas, 2014) and H. 
Chin-A-Fo and T. Jager, Het boekenparadijs: de opkomst en ondergang van de grootste 
boekhandelsketen in Nederland (Amsterdam: Ambo/Anthos, 2014). 
181 L.T. Vermij, Ǯ(et culturele erfgoed levend houdenǯ, p. 7. 
182 Elzinga ,ǮTrend: kleur in de boekhandel.ǯ, Boekblad Magazine, 14 (2008), p. 13. Original text: ǮZelfs al doen Internet en andere digitale middelen hun intrede in de 
boekhandel, men moet zich er prettig in blijven voelen: Een boekhandel zal daarom 
altijd de sfeer van een boekhandel willen behouden en blijven uitstralen, want in de 
boekhandel worden niet alleen boeken verkocht, maar vooral ook kennis.ǯ 
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general atmosphere and focus should be on the cultural function of the 
bookstore. The cultural function of the bookshop has changed with the 
introduction and the success of the Internet. Customers no longer have to go to 
the physical bookstore in order to obtain books, therefore another reason has to 
be created for customers to visit a bookstore. According to Eduart Kuijt, owner of 
Binnert Overdiep in Heerenveen and chairman of Libris BLZ, the function of the 
bookstore as gift shop has become increasingly important in 2014. 
 
When it comes to gifts, we can certainly handle the competition with the 
Internet, because a physical shop offers the customer advantages: the 
present is immediately available, you can feel and look at it, [and] you can 
see how it is wrapped [...].183 
 
This notion is shared by Michael van Everdingen, director of the Koninklijke 
Boekverkopersbond ȋRoyal Booksellersǯ Association), who is of the opinion that 
the bookstore should focus on multiple aspects.184 Besides a broad choice of 
books, an assortment of gifts should be present. Coffeecorners or lunchrooms 
may prolong the stay of the customer and make it more comfortable, but more 
importantly booksellers should anticipate to the cultural needs of their 
customers. Waanders in Zwolle is a good example of a bookstore that broadened 
its assortment. Before it moved to the Broerenchurch in 2013, a 15th-century 
church, the store only sold books. However, as the times changed the bookstore 
had to change as well, and therefore fifty percent of the assortment in the 
Broerenchurch now exists of non-books. Moreover, Wim Waanders, owner of 
Waanders, created a stage for lectures and performances and a restaurant within his store. This suits the firmǯs statement on its website that says: ǮLess people 
nowadays go to the city centre to buy just a single book; they want more of an 
                                                        
183 L.T. Vermij, ǮEduard Kuijt ȋBinnert Overdiep en voorzitter Libris BlzȌ: ǲOnline 
verkoop is de uitdaging van ʹͲͳͶǳǯ, Boekblad Magazine, ͳ ȋʹͲͳͶȌ, p. ͻ. Original text: ǮAls 
het om cadeaus gaat, kunnen we de concurrentie met het internet prima aan, want een 
fysieke winkel biedt de klant voordelen: het cadeau is direct beschikbaar, je kunt het 
voelen en bekijken, [en] je ziet hoe het wordt ingepakt […].ǯ 
184 Vermij, ǮMichael van Everdingen ȋdirecteur KBbȌ: ǲDeze tijd vraagt om ander boekondernemerschapǳǯ, Boekblad Magazine, 3 (2014), p. 10. 
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experience, they want to be surprised.ǯ185 Besides the extraordinary location, 
which without a doubt also attracts various visitors, the inviting activities and 
possibilities within the store offer the customer something extra (fig. 31). 
 The traditional paper book is now accompanied by the e-book and the 
e-reader. In 2006 an article in Boekblad is dedicated to the Iliad, one of the first 
e-readers that made use of e-ink-technology.186 This technology greatly 
improved the quality of the screen for reading. The e-reader was sold by Selexyz 
from 2007 onwards, but was not a success. In the newly opened Selexyz Dekker 
in Arnhem an entire digital section was created in 2010, including a place where 
customers could try different e-readers.187 Not many booksellers included the 
e-reader in their assortment, for various reasons. The e-book is difficult to sell 
through the physical shop. As Michel Schaeffer, marketing manager of Bol.com, 
said in 2010: 
 
The physical bookstore will continue to exist, as long as he knows what 
his function is. Nobody walks with his reader to a store and asks whether 
an e-book can be uploaded. The bookstore shall have to concentrate on 
                                                        
185 <http://waandersindebroeren.nl/historie/> (19 December, 2014). Original text: ǮMensen gaan minder vaak voor enkel een boek naar de stad; ze willen meer beleving, ze willen verrast worden.ǯ 
186 W. de Jager, Ǯ(et boekenvak krijgt zijn eigen iPod-revolutie: Iliad van iRex heeft 
prettig leesbaar scherm en is praktisch in het gebruikǯ, Boekblad Magazine, 11 (2006), p. 
21. 
187 R. Romeny, ǮSelexyz opent vestiging in Arnhem: robuust van buiten, modern van binnenǯ, Boekblad Magazine, 20 (2010), p. 17. 
Fig. 31. Waanders in the 
Broerenchurch.  
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the physical book, or find his position on the Internet and develop his 
digital activities.188 
 
Today, most bookstores sell accessories, like covers, for e-readers, but the device 
itself is more often found in electronic stores than in bookstores, or is only 
available in the online counterpart of the physical bookstore. 
 
The status of the bookshop today 
The downfall of Polare left 21 bookstores throughout the Netherlands without an 
owner. The possible loss of a considerable amount of such prominent bookshops 
like Donner, Broese, Kooyker, Gianotten and Scheltema, instigated a reaction on 
social media. Within days, sixteen of the 21 stores were sold to either former 
managers of the stores, or owners of other bookstores who wished to expand. In 
order to save Donner in Rotterdam, a Facebook-page Donner moet blijven 
(Donner has to stay), was created by the daughters of Leo van Wetering, 
members of the management team of Donner.189 The success of this page led to 
the idea of saving Donner through crowdfunding. Within two months 250.000 
euros was collected, which was used to buy the former Polare store. Donner was 
not the only store saved with the help of crowdfunding, Dekker van de Vegt in 
Groningen, Scheltema in Amsterdam, Dominicanen in Maastricht and others were 
able to survive thanks to the help of the Internet and the support of the, mainly 
local, customers of the bookstores. The landscape of the book trade once again 
changed. The shops of the influential chain, which were controlled by a board 
that was convinced of the success of large and innovative stores, have become 
independent again. Some became part of Libris, which is a consortium of 
booksellers who collectively buy books and support one another when it comes 
                                                        
188 E. de Wit, ǮMichel Schaeffer, marketingdirecteur Bol.com: ǲ)n ʹͲͳͲ leert het e-book lopenǯ, Boekblad Magazine, 6 ȋʹͲͳͲȌ, p. ʹͳ. Original text: ǮDe fysieke boekhandel houdt 
zijn plaats, als hij maar goed weet wat zijn functie is. Niemand loopt met zijn reader naar 
een winkel en vraagt of er een e-book opgezet kan worden. De boekhandel zal zich dus 
moeten concentreren op het fysieke boek, of ook op het internet aanwezig moeten zijn 
en digitale activiteiten moeten ontwikkelen.ǯ 
189 <http://www.donnermoetblijven.nl/facebook/> (19 December, 2014). 
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to marketing, the Internet etc.190 The shop-owners remain in control of their own 
shops, which is the main difference with a chain like Polare. 
 The crowdfunding actions in order to save the stores of Polare show the 
involvement of customers and the importance of bookstores to Dutch society. In 
2014 this cultural function has become a central element in some bookshops. 
The flexible interior, therefore, is still used today, for example at Het Colofon in 
Arnhem, a bookstore which values its cultural function: ǮWhat we do is add 
something to the purchasing of books. A few bookcases and a pay desk are old-fashioned. [...] We live in a time of events.ǯ191 Activities are therefore an 
important element in the concept of Het Colofon. They display their books in new 
and original ways, for example by creating a book reserve, a stack of books that 
cost only one euro (figs. 32 and 33). The interior constantly changes, because 
everything is for sale, including the vintage furniture on which the books are 
displayed. The interior itself thus creates an experience for the customer. It is 
produced at a low budget, because the priority of the shop is a qualitative 
assortment.192 
                                                        
190 <http://www.euretco.com/acht-voormalige-polare-boekhandels-sluiten-zich-aan-
bij-libris/> (19 December, 2014). 
191 L.T. Vermij, ǮWalter Jansen ȋBoekverkoper van het JaarȌ: ǲDeze tijd barst van de creativiteitǳǯ, Boekblad Magazine, 10 ȋʹͲͳͶȌ, p. ͳͲ. Original text: ǮWat we daar doen is 
iets toevoegen aan het kopen van een boek. Een aantal boekenkasten en een kassa, dat is passé. […] We leven in een tijd van evenementen.ǯ 
192 <http://www.hetcolofon.nl/in-de-media> (19 December, 2014). 
Fig. 32. The interior of the Colofon in Arnhem. 
Notice the low display tables with wheels 
underneath as part of the flexible interior. 
Fig. 33. The reserve at the Colofon. The sign says: ǲShelter for discarded and lost 
books. € ͳ,ͲͲ per item. Entering the 
reserve is entirely at oneǯs own risk.ǳ 
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Another method of booksellers to prevent 
customers from going to sites like Bol.com, is 
offering the same services as these platforms and 
making the customer aware of this. Eduard Kuijt of 
Binnert Overdiep in Heereveen and Walter Jansen of 
Jansen & de Feijter in Velp, both inform their 
customers they are offering the same service as 
Bol.com.193 According to Jansen his customers are 
often surprised that it is possible for the bookshop 
to deliver books that are not in stock. Another 
bookstore that promotes its delivery service to its 
customers is Stumpel in Almere. With posters that 
hang throughout the store they make the customer 
aware of their service to deliver a book the 
following day when it is out of stock (fig. 34). In order to make this service more attractive no extra costs are charged when more than ͳͷ euroǯs is spent in the 
shop. Time will prove whether these initiatives will strengthen the position of 
bookshops in their competition with larger online platforms. However, Jansen 
thinks that since Polare went bankrupt, the customers have become more aware 
of the consequences of buying books through the Internet and that a shift 
towards the physical bookshop or the online platform of a bookshop is taking 
place.194 
The connection with the local clientele and the ability to offer customers a 
qualitative and broad assortment with which they can identify themselves seems 
to be one of the most important factors in order to be successful as a bookseller today. According to Vermij: ǮShops that succeed in creating a personal atmosphere, those are the ones that have success.ǯ195 Bookstores with a smaller, 
but regular customer circle, may be able to maintain their traditional look. 
                                                        
193 Vermij, ǮEduard Kuijt ȋBinnert Overdiep en voorzitter Libris BlzȌ: ǳOnline verkoop is de uitdaging van ʹͲͳͶǳǯ, p. ͳͲ. Vermij, ǮWalter Jansen ȋBoekverkoper van het JaarȌ: ǲDeze tijd barst van de creativiteitǳǯ, p. ͳͲ. 
194 Vermij, ǮWalter Jansen ȋBoekverkoper van het JaarȌ: ǲDeze tijd barst van de creativiteitǳǯ, p. ͳͲ. 
195 Huizinga and J. Broersma, Boekenpaleizen of luchtkasteel, p. 236. Original text: ǮWinkels die erin slagen om de sfeer persoonlijk te maken, die hebben succes.ǯ 
Fig. 34. The poster in Stumpel 
in Almere promoting their 
delivery service. 
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However, bookstores that wish to attract a more varied and broad public will 
have to keep up-to-date and meet the demands of the serious readers as well as 
making the store inviting enough for those customers who only pick up a book 
once in a while. As Internet sales are still growing, booksellers today will have to 
continue attracting customers with innovative interiors or interesting activities, 
but also by improving their own online and delivery services. 
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Conclusion 
 ǮGood bookstores are bookstores where the stock is wayward and 
therefore challenging, it is bookstores where one gets new ideas, where one gets distracted from oneǯs resolutions, where the list with titles to buy that 
you, on paper or in your memory, carried with you becomes a completely 
different list.ǯ196 
 
Even though the function of the bookstore in the Netherlands has definitely 
changed in the period before 1850 up to the present, the cultural importance of 
bookstores that is created by the traditional value of books in society has been a 
continuous factor throughout this long period. While bookshops in the past were 
limited to the wealthy and the educated, bookstalls and libraries catered to the 
general public. The book as an object transcended the borders created by class 
and was read in every layer in society. Changes in the interior of the bookshop 
were caused by various elements, such as the changing function of the shop in 
society, an increasingly varied clientele and various technological developments.  
In the past, bookbinders were still present in the shop. Accordingly, 
unbound books may have been a regular sight on the shelves of these 
bookstores. Whether they were present in large numbers and placed 
horizontally on the bookshelves, as is the case in a German bookstore depicted in 
an illustration made around 1645, is difficult to say. However, the illustrations 
made by De Bray between 1607-1678 indicate that at least some bookstores did 
not appear like the German example. Supported by information about 
inventories of other Dutch booksellers, it becomes apparent that the varied assortment shown in De Brayǯs illustrations was not uncommon for the time. 
Non-books like quills, ink, newspapers, pamphlets, almanacs, prints, pictures and 
the like, have always been an important part of the assortment. One may wonder whether Jan Veelyǯs bookstore and the Dutch bookstore depicted by De Bray, 
                                                        
196 Zeeman, Ǯ(et geheugen van de wereldǯ, ȋAmsterdam/Antwerpen: Uitgeverij de 
Arbeiderspers, 2007), p. 49. Original text: ǮGoede boekhandels zijn boekhandels 
waarvan de vooraadkeuze eigenzinnig is en dus prikkelend, het zijn boekhandels waar 
je op nieuwe ideeën komt, waar je afgeleid wordt van je voornemens, waar het lijstje 
met aan te schaffen titels dat je, op papier of in je herinnering, bij je had ineens een heel ander lijstje wordt.ǯ 
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both showing a broad assortment of non-books, are comparable to the Leiden 
bookstores of Christopher Plantin and the Elseviers near the university. Due to 
the lack of information on bookstores of the past it is, however, impossible to 
draw any conclusions about the appearances of bookshops before the nineteenth century. From the example of Pieter Meyer Warnarsǯ bookshop in nineteenth 
century Amsterdam and the descriptions of Van Stockum in The Hague at the 
beginning of the nineteenth century, one may assume that the appearance of 
bookstores was increasingly geared towards books in that period. The colour in 
the interior mainly came from the spines of the various books on the shelves; 
wooden bookcases covered the walls and the bookseller and the assistants 
advised and helped customers from behind a counter. The interaction between 
the bookseller and the customer was more intensive and personal than we are 
accustomed to nowadays. 
Probably the most important factors that instigated changes in the 
interior of bookshops were the increasing accessibility of the book and the 
increase in the number of titles. As new popular genres such as novels, detective stories and childrenǯs books became part of the assortment, bookstores had to 
adapt to the new audience these genres attracted. At the beginning of the 
twentieth century, the distribution of books became broader. Railway kiosks and 
department stores had books on offer and the thresholds of these shops were 
lower than that of the traditional bookshop. As the amount of titles grew and the 
demand for books increased, the traditional bookshop slowly adapted to the 
changing clientele and opened their doors to the common man in the street, also 
in order to compete with the easier accessible walk-in shops. Bookshops were 
getting larger during this period and modern technologies such as gas or electric 
lighting were installed in the interior. Thanks to booksellers like H. de Vries in (aarlem and supporters of the Ǯopen bookstoreǯ at the beginning of the twentieth 
century, the position of the bookshop in society became a topic of discussion. 
Should the store maintain its exclusive status, or should it become accessible to a 
more varied clientele? Regular customers feared the qualitative bookshop they 
knew would change into a type of walk-in shop with an assortment existing of 
bestsellers and cheap series. The open character of bookshops like H. de Vries 
Boeken in Haarlem, but also the trend to create seating within the store, are 
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indications of a new approach towards selling books, based on the idea that 
people were more likely to buy a book when they felt comfortable and were 
allowed to browse the offer of books. The founding of the Collective Propaganda 
for the Dutch Book in 1930 added to this tendency of making the book more 
accessible to the general public. Activities like exhibitions, signing sessions by 
authors and the Boekenweek were promotional events successfully aimed at 
everyone interested in books. For most booksellers finding the balance between 
an inviting assortment and matching interior, and maintaining their regular 
customers may well have been problematic.  
The Second World War had a negative effect on the book production, due 
to shortages of paper and German censorship. Paradoxically, however, during 
this period the hunger for reading was stimulated by the absence of other 
distractions. After the liberation, the demand for books did not lessen and a shift 
towards the cheaper bound book occurred. The arrival of the pocketbook with 
its colourful covers signifies the use of new display methods, such as frontal 
display, and a change in the function of the bookshop. Pocketbooks arrived in 
large numbers and booksellers had to adapt their shops in order to store and 
display these books alongside the rest of their assortment. Revolving book 
displays, special bookcases and low display tables were placed inside, or outside, 
the selling space in order to make the most of the attractive covers of the 
pockets. The increase in available titles made it impossible for the bookseller to 
know every book on offer and limited the service he could offer to his customers. 
The notion that pocketbooks are self-service-objects well describes the change 
that was occurring in the bookshop as a whole. Customers were likely to help 
themselves instead of needing the advice of the bookseller. 
 In the second half of the twentieth century shops slowly began to adopt a 
modern, that is spacious and light interior. Booksellers were advised to use 
various colours, instead of the traditional beige and brown. At the end of the century the word ǲfunshoppingǳ came into use. Chain stores appear to have been 
the first to completely adhere to the modern commercial philosophy of creating an ǲexperienceǳ. These innovative ventures with their outspoken commercial 
focus made use of new and aggressive selling techniques in order to improve the 
sales. Interior architects were hired, who replaced the traditional wooden 
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bookcases and tables with less decorative but practical furniture and created 
corners with non-books like music and cards. Experiments with lunchrooms or 
coffee corners integrated within the bookstore were held. Some of the 
bookstores owned by the big chains of Elsevier and Kluwer were so large, that 
they needed signs to guide the customers through the multiple floors. Escalators 
and lifts added to the overall modern atmosphere and made shopping an 
exciting, while at the same time comfortable experience. These big stores were 
aimed at offering the customer as broad an assortment as possible. Moreover, 
their target audience included everyone with the slightest interest in books. Yet, 
targeting the assortment and creating an interior for such a wide audience 
proved difficult and soon the negative side effects, as critique upon the quality of 
the assortment, became apparent. 
 Modern technological developments have left an imprint on the interior 
and the function of the bookshop as well. The computer took over the central 
position of the bookseller, for whom the task of advising the customer quick and 
thoroughly had become almost impossible. This sort of automation in the 
bookstore helped the bookseller to improve the service to the customer and 
saved time as well, which could now be used to organise activities such as 
signing sessions, lectures or exhibitions, strengthening the cultural position of 
the bookstore. Contrary to the initial fear of negative reactions from customers, 
security gates, which were introduced to keep a close eye on the growing 
number of customers and to prevent theft, actually improved the overall 
atmosphere within the bookstore. In fact, security gates allowed a certain degree 
of freedom in the design of the interior. Whereas the digital medium on some 
levels competed with the book, computers for customer use, narrowcasting and 
touchscreens were integrated in some bookstores to add to the experience and 
to improve the service for the clientele. Booktrailers were shown on screens 
hanging in stores and one could locate or order certain titles with the help of 
touchscreens or computers. 
The Internet actually influenced the position of the physical store in the 
book trade, but indirectly also the interior. The enormous effect of the Internet 
may have been recognised too late by most booksellers. While the online sales of 
books increased, especially through Bol.com, most booksellers in the physical 
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market were focussing on the appearance of their bookstore, trying to offer the 
customer something extra in order to compete with the online stores. If certain 
bookstores did have an online counterpart, the service was often not as 
advanced as those of the online entrepreneurs. Nowadays some bookstores 
attempt to offer the same quick service like Bol.com, but this is not always 
recognised by their customers and one may wonder whether it may be too late 
to restore the decline of customers of physical bookstores. 
 During the first decade of the twenty-first century a shift took place in the 
size of bookstores of the Selexyz chain. While Donner in Rotterdam and Scheltema 
in Amsterdam were giant stores completely filled with books and non-books, 
Selexyz Verwijs in The Hague and Selexyz Scheltema in Almere were still spacious 
but contained a smaller assortment in order to maintain a certain overview. This 
trend of presenting a smaller assortment and to focus on appealing displays did 
not only occur in the stores of Selexyz, but also in independent stores and in the 
shops of smaller chains. A risk of a more limited assortment is that the focus is 
on bestsellers and not on titles by less popular, yet interesting writers. It seems 
two types of booksellers exist, one that focuses on creating an experience by the 
use of non-traditional and innovative interiors, and the other with a strong belief 
in the value of a qualitative and broad assortment in order to draw customers. 
The first group is not hesitant to use the services of architects specialised in 
interior design, while the latter in some cases prefer to create the interior 
themselves. 
 The e-book, the Internet and a decline in readers are developments that 
have made the position of bookstores a vulnerable one. In the past, small and 
dimly lit bookstores with a knowledgeable bookseller behind the counter and a 
limited, elite group of customers were the norm. The bookshop later developed 
from a place where intellectuals would gather to a more widely accessible venue, 
which for some only functions as a shop, but for others also as a place of cultural 
importance. Today, a standard interior for bookstores does no longer exist. The 
large number of titles, the much more varied clientele and the competition of 
Internet sales have led to different ideas on how a bookshop should look. Some 
booksellers prefer the traditional style with wooden furniture and an intimate, 
homely atmosphere, while others tend to a modern and experimental interior. 
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The most important aspect these booksellers have in common is the desire to 
connect and interact with their customers. The interior has had to adapt to the 
demands and preferences of the clientele. The large and impressive store 
Waanders In de Broeren in Zwolle is a bookshop that focuses on a large and 
general public, everyone with the slightest interest in books. Thanks to its 
extraordinary building the bookstore is not only visited by a local audience. 
Therefore it has a different clientele than the much smaller, but successful 
Kooyker in Leiden, which focuses on the local visitors and because of a smaller 
non-book assortment, attracts people with a greater interest in books. Due to the 
bankruptcy of the Polare chain the cultural importance of bookstores in society 
has become apparent. Crowdfunding saved a considerable amount of the stores 
that otherwise may have been lost and the Dutch book market now no longer is 
dominated by one large chain. With the individualisation of the bookstores, the 
local identity and the focus on a qualitative assortment seem to have returned. 
The cultural function of bookstores is further emphasised by the challenge posed 
by the Internet. Due to the competition of Internet sales, some booksellers feel 
the necessity to offer the customer something extra, which can be expressed 
through the interior and the assortment of a bookstore. Lectures and signing 
sessions by authors, exhibitions and similar events can only take place in a 
physical store. Interiors have been adapted to this function of a meeting point, 
some bookstores make use of a flexible interior in order to create space for such 
activities and coffee corners and lunchrooms in bookstores are positively 
received by customers. 
The importance of books in society gives the bookstore an exceptional 
position in the retail business. As Vincent Elzinga pointed out in 2008, the 
bookstore does not merely sell books, it sells knowledge.197 People no longer 
visit bookstores with a certain book in mind. They wish to browse the shelves, to 
accidentally find a book they never looked for, an activity that is nicely described 
by Michaël Zeeman in the quote at the beginning of this conclusion. Such 
experiences can only occur in a physical shop and that is precisely the strength of 
bookstores. 
                                                        
197 Elzinga, ǮTrend: kleur in de boekhandel.ǯ, 14 (2008), p. 13. 
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